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“DETROIT — 


How 944 can help you 


make your windows more attractive 


The number of people who look at and comment upon your 
window displays depends on—LIGHT. 


With Holophane Reflector 944 you get-MORE LIGHT on 
the display. We are ready to prove-it with a light meter. 


“Moreover, your lighting is more attractive because 944 is the 
only reflector that absolutely prévents glare and conceals the 
lamp filament, no matter whére your customer stands. This 
is because it is the only totally enclosing window light- 
ing unit. 


; Write for Free Booklet, 
“MODERN RETAILING SUCCESS.” 


HOLOPHANE COMPANY, New York and Toronto/ 


HO LOPHANE 


DIRECTS. LIGHT SCIENTIFICALLY 
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Made of pure white wax 
and finished with a highly 
glazed Dresden china effect 
in 6 entirely new head, body 
and arm poses. Detachable 
and washable, they combine 
the practical features of the 
conventional war figure witl 
the novel appeal of the ultra 
different. 
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Smart, New, Graceful and Different-- 


Dresden China Effect 
Wax Figures 


Distinctly mod- 
ern and practical 
display _ figures, 
yet suggestive of 
the grace and 
romantic charm 
of old Dresden 


china dolls. 


Cast from living models 
with a gracefulness of pose 
that adds charm to the gar- 
ments displayed. 


eee 


Exhibited at the Chicago Convention and the 


Main Office and Showrooms of— 


J. R. PALMENBERG’S SONS, Inc. 


63-65 West 36th Street, New York 


Chicago 
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IN THIS ISSUE 


The lament of national ad- 
vertisers is that good display 
material all too frequently 
goes into the cellar rather than 
into the window. Every effect 
has its cause and the cause 
in this instance is thoroughly 
discussed by W. L. Stens- 
gaard in his article “The 
Weak Spot in Window Cam- 
paigns.”. Mr. Stensgaard has 
had years of experience as 
a practical windowman and 
is now head of the display 
division of the Stewart-War- 
ner Corporation. Acquaintance 
with the viewpoints of both 
merchant and manufacturer 
makes his analysis authori- 
tative. 

Rational advertising in the 

estimate of Pratt & Lambert, 
famous varnish makers, is the 
only productive form of na- 
tional advertising. Its reliance 
upon the dealer’s window and 
counter reveals an uncommon 
logic derived from years of 
experience. 
When resort to counter dis- 
play will speed up sales and 
obtain increased prestige for a 
long-used staple, it is an 
achievement of the first rank. 
Such an accomplishment is de- 
tailed in R. R. Shuman’s 
“Display Revamps Sandpaper 
Selling.” 

That the buying urge of 
shoe and clothing windows 
may be strengthened by asso- 
ciation of the two products is 
the belief of Harold M. Mes- 
senger, display manager for 
the A. E. Nettleton Shoe Mfg. 
Co. This idea has been tested 
with a series of preliminary 
windows, the effect of which 
he describes in “Utility Sug- 
gestions In Shoe Display.” 

Opening the eyes of mer- 
chandisers and displaymen to 
the possibilities of the curtain 
rod as a profit maker was the 
purpose of the window contest 
described by Arthur W. Evers 
in “Contest Blazes Way for 
Kirsh Rods.” 
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Are Cordially Invited to Inspect Our 
Exhibit 
i . of 
s\ Latest Creations and Novelties 


in 











Window and Store Decorations 


At the Displaymen’s Convention 
eee in the Sherman Hotel, Chicago 


Booths Nos. 10, 11, 12 and 13 
June 14, 15, 16 and 17, 1926 
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THE BOTANICAL DECORATING CO. 


(ESTABLISHED 1896) 


We || 319-327 W. Van Buren St. 





Chicago 
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JEROME A. KOERBER, 
Strawbridge & Clothier, 
Philadelphia, Pa. 


HARRY W. HOILE, 
Treasurer, I. A. D. M. 
Rorabaugh-Brown Co., 
Oklahoma City, Okla. 

HERMAN FRANKENTHAL, 


B. Altman & Company, 
New York City. 


HENRY SHERROD, 
Sherrod’s Display Service, 
Redlands, Calif. 


FRED A. GROSS, 
The Owl Drug Company, 
San Francisco, Calif. 
ALLAN H. KAGEY, 
Mande! Bros., 
Chicago, IIl. 


CARL W. AHLROTH, 
The May Company, 
Los Angeles, Calif. 
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Stewart-Warner Corporation, 
Chicago III. 
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Weinstock-Lubin, 
Sacramento, Galif. 


IRWIN G. CULVER, 
J. R. Palmenberg’s Sons, Inc. 
New York City. 


H. H. TARRASCH, . 
Stix, Baer & Fuller, 
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NED MITCHELL, 

Louis K. Liggett Co., 
New York City. 

JOSEPH M. KRAUS, 
President, W. D. A. A., 
A. Stein & Company, 
Chicago, Illinois. 

O. WALLACE DAVIS, 
H. Battermann’s, 
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GEO. E. PRUE, 
Jordan, Marsh & Co., 
Boston, Mass. 


J. WALTER JOHNSON, 
Powers Furniture Co., 
Portland, Oregon. 


GEO. A. SMITH, 
Display Adv. Counselor, 
New York City. 


A. MATZER, 
F. & R. Lazarus Co., 
Columbus, Ohio. 


SYLVESTER C. RIESER, 
Laclede Gas Light Co., 
St. Louis, Mo. 


CHARLES F. WENDEL, 
J. L. Hudson Co., 
Detroit, Mich. 
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The Tale Subscription Orders Tell 


E have just been pawing over our circulation 
records. You might conceive them as masses 
of dull, dry statistics—-and they are, if not sur- 
veyed under the spell of an imagination which 
can reconstruct from their facts and figures 
an illuminating picture of display conditions. 

Our investigation has brought some interesting facts to light 
—interesting to the mass of displaymen because of the 
progress of the profession which they reveal. 

Since the beginnings of trade and barter the value of 
elemental display has been understood. But perception that 
the same principles which apply to other forms of advertis- 
ing are pertinent to window and counter display policy has 
been a recent development. 

The mercantile world long ago learned that support of 
wares by artistic settings had a tendency to increase display 
potency ; motion was found to possess sales value, and light- 
ing gradually gained a place of vantage as a means of add- 
ing to the productivity of the show window. 

Among the leaders in merchandising there is no denial of 
the necessity for entrusting the window to designers who 
are thoroughly prepared to utilize the manifold means of 
augmenting its effectiveness. They have realized that the 
creator of profitable displays must be able not only to recog- 
nize the strong points of merchandise and the modes of fea- 
turing it, but, even more so, the psychology of the public 
which constitutes the window audience. 

This attitude is gradually spreading among the smaller 
Stores, producing a desire to provide their windowmen with 
the latest and best ideas adaptable to their problems, and 
the display profession has advanced in importance and has 
developed greater fields for usefulness as this belief has 
gained greater acceptance. 

The DISPLAY WORLD has served its readers ably dur- 
ing the last four years by repeated compilations of the best 
ideas derivable from the experiences of the profession. Its 
monthly analysis of the outstanding developments in win- 
dow and interior display methods has furnished its patrons 
with reliable information, enabling them to discriminate be- 





tween the good and bad in innovations, while its portrayal 
of the best installations of the leaders has made available 
a variety of windows adaptable to the needs of the average 
retailer. 


The importance of this service has been attested from a 
business standpoint by the mass of subscriptions now paid 
for by stores which originally were defrayed wholly by the 
displaymen. Four years of endeavor have witnessed gradual 
adoption of the principle that the store should provide its 
windowmen with the best display magazine obtainable. The 
same displayman who laid out his money to procure his 
magazine when it was launched now receives it as the com- 
pliment of his employer. Renewals are being paid for con- 
stantly by store checks, representative of both large and small 
establishments. 


This advance in craft standing is illustrated by a group of 
subscription renewals, showing clearly the transition from in- 
dividual purchase to institutional buying. 


Here is a St. Paul windowman who on July 24, 1922, paid 
for a trial subscription, and, beside his coupon, is the re- 
mittance of his store on June 18, 1925, to cover the renewal 
for that year. From Washington, D. C., comes the check of 
a prominent concern to cover the renewal of a subscription, 
previously paid for by the displayman personally on Septem- 
ber 14, 1922. The coupon subscription of a Detroit display 
director forwarded July 26, 1922, is renewed by his store’s 
voucher. The display manager of a leading Chicago clothing 
house goes on the subscription list through his coupon dated 
July 24, 1922, and continues through the store’s remittance, 
dated July 23, 1925. A Cincinnati cloak house sends its check 
for renewal of a subscription by its displayman entered July 
29, 1922. A Boston house forwards its voucher for renewal 
of its displayman’s subscription paid for by him when entered 
in November, 1922. 


This list might be multiplied to indefinite lengths in its 
portrayal of the trend. Surely this exhibit adequately demon- 
strates the advance of display and the displayman to an equat 
and influential position in retail councils. 
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CHICAGO 





---The Mecca of the World 
in Window Display 





At the right is ame ne ie 
pictured one of Boston Store, 
the 1926 Spring with two blocks 
Opening Win- of displays; 
dows of  Mar- Leiter’s, with 
shall Field & two blocks 
Co. This store and Hillman’s, 
has the repu- with a_ block. 
tation of hav- Hundreds of 
ing the finest smaller stores 
windows in the and shops _ all 
world. concentrated in 
the loop make 
the greatest 
array of dis- 
plays in the 
same size 
space possible 
to see in the 

world. 
From the viewpoint of Americans and Europeans interested in position is due in no small degree to the alertness, foresight and 


window d 


tance and 


much time and study to the problem of displaying merchandise in 
show windows, with the result that Chicago is recognized the world 


over as |} 





Carson, Pirie, Scott & Co. 
a block of show windows. 





Mandel Bros. Two blocks of show 


isplay advertising, Chicago is a city of exceptional impor- 


: x spirit of progress so characteristic of Chicago business men. 
‘interest. The great merchants of this city have devoted & 


To what extent the great retail merchants of Chicago regard the 
value of the show windows as a direct advertising medium is best 
illustrated by the opinion expressed by one of State Street’s leading 
merchants. 


laving attained a position of leadership. This enviable 


In a discussion of the relative merits of newspaper and show window 
advertising, he is reported to have said if he were obliged to abandon one 
or the other, he would prefer to give up newspapers and retain the show 
windows. While no progressive merchant advocates the policy of con- 
fining his publicity to one medium, the opinion of the merchant demon- 
strates the immense practical value of the show window; and explains, 
in a measure, why Chicago window displays are conceded to be the best 
in the world. 


The Koester School the Mecca of All Display Men 


The Koester School feels a just pride in contributing its part to the 
prestige that has been won by the show window. The Koester system of .- 
displaying merchandise has practically revolutionized window dressing in 
this country. Koester methods have been adopted by all of the leading 
retail stores throughout America and in parts of Europe. The Kosster 
School is the largest and best equipped school of its kind in the wor! 
giving practical instruction and training in Window Dressing, Retail 
Advertising and Show Card Writing. 


It has been the custom for many years for merchants, far and near, to 
send their Window Display Men to Chicago, for special training in the 
Koester School, and to make a special study of Chicago show windows. 
The favorable opportunities for rapid advancement in the retail field and 
the many advantages offered by the Koester School and Chicago show 
windows are important factors to be considered by every one who intencs 
to prepare himself for publicity work. 


Chas. A. Stevens & Bros.’ store 
with a block long arcade of dis- 
plays, besides regular windows. 


Over 
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The Davis Store. A block and a half oi 
show windows. 


Two blocks of show windows. 


windows. The Fair. 


Study in Chicago at the Koester School—the Fountain Head of Window Display Work 


THE KOESTER SCHOOL, 314 South Franklin Street, Chicago, IIl. 
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A Type of the Elaborate Backgrounds Supplied by Mr. Stensgaard’s Division to Stewart-Warner Radio Dealers 
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The Weak Spot in Window Campaigns 


National Advertiser's Display Material Produced Without Experienced 
Windowman’s Counsel Is Doomed From the Start 


3y WILLIAM L. STENSGAARD 
Manager Display Division, Stewart-Warner Corp., Chicago, Ill. 


HE manufacturer whose product requires 
national distribution is naturally a national 
advertiser, and, in the development of con- 
sumer interest, turns toward window dis- 
play as a necessary auxiliary of his adver- 

tising. To encourage the support of his dealers he re- 
sorts to dealer display helps, and so universal has this 
practice become that millions are: spent annually for 
these aids to selling. As a rule, the dealer is given this 
material without any charge. 

The manufacturer realizes that there is a large per- 
centage of waste in this distribution because of the 
dealer’s failure to properly use it or to attempt to use 
it. Realization is beginning to produce a new concep- 
tion of the relations of maker and seller insofar as the 
latter’s cooperation in displaying merchandise is con- 
cerned, and is revealing a weakness which will gradually 
be corrected. 

This proceeds from the source of the display ma- 
terial. In the main, it is not planned by men of practi- 
cal display experience. It is designed by advertising 
men or novices in display who, however, feel that “they 
know a good trim when they see it.” But they do not 
give enough thought to the use of the material when 


employed in a display. The copy, unsupported, may 
be very effective, but it frequently cannot be incor- 
porated in a window with equal force. 

During my fifteen years’ experience in retail stores, 
I have received thousands of dollars worth of mediocre 
display help sent without charge. I am certain that not 
over ten per cent of this was used. The reasons are 
abundant. Commonplace stuff that added nothing to 
the appeal of our windows offered no inducement. The 
displayman must be furnished with material that will 
aid him in increasing the attraction power of his win- 
dow or lend it dignity or beauty. The ordinary card- 
board helps will not do this, except when executed upon 
lines sanctioned by genuine window experience. 

The average manufacturer regards display as a valu- 
able selling medium. However, he will often spend 
thousands on the prevailing types of display helps with- 
out consulting men with practical display experience. 
When his advertising appropriation is made, based upon 
a reasonable percentage of the gross business, he feels 
that he has spent enough on advertising material to sell 


_his output. But the kind of material he is furnishing 


the dealer does not usually receive as much thought as 
the amount to be spent. 








THE DISPLAY WORLD 


Likewise he may have special hobbies, or executives 
intrusted with supervision of: advertising may exercise 
them, concerning the class of display helps to be used. 
Many of these may not be practical, but are used, 
nevertheless, because the man who controls the purse 
strings has the power to satisfy his whims. 

Each producer has his own display problems, much 
of it arising from the need for educating his sales 
organization as well as the dealers. This can be best 
combatted by the efforts of the display department. 
Such a department must eventually become a part of 
every large manufacturing institution that disposes of 
its goods through the retailer. Of this I am confident ; 
it is as much a necessity as the advertising department, 
and it is fitted to meet and overcome objections and re- 
actions against the concern’s display policy with 
greater facility than any existing department. 
~ We are entering a period when the manufacturer 
will regard window advertising very seriously and will 
realize that in securing it, careful preparation must 
be made under the guidance of experienced displaymen. 
The man who has spent years solving display prob- 
lems and in creating displays is best fitted to advise 
him. The organization, with a practical display de- 
partment, manned by the proper personnel, will be far 
ahead of those merely endeavoring to follow the old 
trails. Its window and window accessories will be so 
outstanding that competitors will be outdistanced. 

Education of the sales force to the value of better 
windows, and better methods of selling the idea to the 
dealer through personal contact, is also within its pro- 
vince. The department can show the salesman a new 
means of approach to his prospect, showing current 
displays that the manufacturer has to offer. 

Equipped with a folio of photographs portraying a 
convincing line of display helps, he certainly has some- 
thing to offer the buyer besides mere merchandise. He 
has a service that will help sell the goods, and this is 
what the buyer is vitally interested in. Quick turnover 
and a substantial profit!) Anything that will help with 
this turnover problem interests him. It is an advantage 
to the salesman to be able to offer the dealer such dis- 
play cooperation, for, though competitors may have mer- 
chandise of apparently equal value, they may not have 
real display helps, a situation which aids in “closing.” 

It is my honest opinion that much greater benefits 
can be obtained by furnishing dealers with elaborate 
material on a loan or rental basis. Displays can be 
made that are really effective sales creators, costing a 
little more, perhaps, but I am sure cheapest in the end. 

A beautiful display, properly packed for shipment 
about the country, that can be booked to keep active, 
will yield far greater dividends than most types of 
dealer helps. I have shown in the accompanying pho- 
tographs the type of display’s we are lending and rent- 
ing our jobbers and dealers. These are elaborate 
enough to insure that the dealer who receives them will 
be proud to show them. He devotes his entire window 
to these displays because he feels that the firm he does 
business with is really interested in aiding him to create 
sales. After all, merchandise on the dealers’ shelves 
must move to create business for the factory. There- 
fore, the manufacturers’ reason for offering helps to 
the dealer is only natural and proper. 


Top, Ornate Backgrounds for Radio Displays; 
Below, Background and Stand for Auto Bumper Trim 


With this in mind, why not seek the best possible 
helps that will really attract, create business, and build 
for greater good will, at the same time impressing the 
public more favorably with the product shown? 

Make all display material so attractive and unusual 
that the dealer can instantly appreciate its value. To 


do this requires the counsel of men experienced in ac- 
tual display work and with the ability derived from long 
familiarity with the window from the inside. Such men 
will produce display helps worth-while, drawing upon 
their experience for the features that will guarantee 
cheerful acceptance by the retailer. Most of the men 
designing display helps today never trimmed a window, 
much less understand the theory of color and contrast. 
To overcome this hazard and to insure a higher measure 
of cooperation between maker and seller, let the repre- 
sentative men of the window craft point the way to 
greater accomplishments in window advertising. 





NEW METALLIC DECORATION NOW AVAILABLE 
A new invention which will unquestionably be welcomed 
by the display and cardwriting profession takes the form of 
a non-tarnish metal transfer for gold and silver metallic 
decorations on silks, dress goods, net, leather, wall board, 
paper, etc., and anything that can be ironed with a hot iron. 
This material is termed Kosai Metallic and is the product of 
the Kosai Studios, 129 West Forty-ninth Street, New York 
City. Kosai Metallic comes in large sheets, permitting the 
making of original designs, and in standard and special pat- 
terns ready to be applied. The beauty of Kosai Metallic 
is unsurpassed as a decoration for period design settings, 
valances, backgrounds and show cards, and its simplicity of 
application makes it very desirable for quick work. 





NEW HAVEN BUILDING UNDER CONSTRUCTION 

Building of a new mercantile center at Chapel Street 
near Orange in New Haven, Conn., will result in the re- 
location of several stores. Danikers Corsets, the New York 
Fur Shop, A. G. Walters, and G. E. Dudley, tailors, will be 
among the first to move, but, with the completion of the 
building, it is understood that the Whitehead Department 
Store, which adjoins the site, will be expanded. Architects 
are at work on the plans. 





June, 1926 








June, I 





movie 
idol. 
of the 
costul 
ments 
the d 
bonne 
ago. 
Al 
Silve1 
and ji 
servic 
TI 
group 
play | 
time. 
trioni 














June, 1920 








THE DIsPLlay 


Eye-Winning Silverware Windows 
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Quaint Actorines in Lithographic Playlets Bring Favorable 
Attention to Showings of Famous Tablery 


By GEORGE MORRISON 


Sales Promotion Manager, International Silver Co., Meriden, Conn. 


EATRICE BEAUTY and Thelma Thrift 
flashed on the public’s horizon in new 
settings in January and immediately pro- 
ceeded to muster as faithful a band of 
fans as ever followed the fortunes of a 

movie queen or basked in the presence of a matinee 
idol. Old-fashioned girls, both of them, without any 
of the leanings of modern femininity to abbreviated 
costumes or shorn locks, they found the fulsome gar- 
ments of the past century a bid for favor, and spurned 
the diminutive hats of the present era for the poke 
bonnet and the shapeless house cap in vogue years 
ago. 

All this was to emphasize their relation to “Rogers 
Silverplate,” manufactured for a century in Meriden, 
and justly the pride of its makers for its heritage of 
service and public esteem. 

The two little figures were the principals in the 
group of domestic scenes which set off a simple dis- 
play of tableware suggested to our dealers at that 
time. The merchants were acquainted with their his- 
trionic qualities in the window display theatre and 


they hastened to book their services in their new 
roles. Portrayed against a deep blue background, 
the typography of the lithograph brightened by sur- 
rounding garlands of blossoms, they won the ap- 
proval of six hundred retailers immediately, and sub- 
sequent literature, sent to a larger group of dealers, 
brought a demand for their services from several 
times that number. The consistent demand for addi- 
tional displays. has been so great that we have been 
obliged to procure a second edition. How Beatrice 
and Thelma were introduced in their latest skit is 
shown in the form letter which was sent to the first 
list of 1,800 dealers. It read: 

Shall we send you one of these new window 
displays? 

We have prepared a limited number by a new oil 
process and we suggest you let us know as soon as 
possible if you wish to obtain one, as they will likely 
soon be gone. 

Small wooden blocks are fastened on the three 
principal panels on which to rest gift boxes, cases 
or trays of silverware. 

The dominating color of the trim is a deep blue. 

It is bound to attract a great deal of interest with 
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Beatrice Beauty and Thelma Thrift Background Setting Off Expansive Showing of “Rogers” Silverware 

















‘its pleasing colors and unusual design and makes an 
especially effective silverware night display. It is 
easy to set up and is a most convenient size— 
19” x 44”, 

Here is an actual dollar and cents expenditure 
in your interest. Send for one now. It will pay 
dividends if put to work for you. 

Yours truly, 
WM. ROGERS MFG. CO., 
International Silver Co., Successor. 

No reply cards were enclosed, the theory of in- 
suring proper use of the material furnished being that 
the dealer who would take time to write a request 
would make good use of the assistance granted. To 
render this doubly certain we sent him a follow-up 
letter, as soon as the “trim” was in the mail, which 
gave him a “tip” on a new sales idea and an incentive 
for producing a neat window by offering to pay the 
cost of photographing the display. The letter was 
worded thus: 

Your window trim went off to you today by parcel 
post. We have hustled the order through to get it to 
you without delay. 

Beside the No. 395 Display Trim, we have sent 
some additional advertising material to help you 
make an unusually effective Wm. Rogers & Son 
window. 

How is your stock of goods? If you are a little 
low, drop an order in the mail today and we will 
ship it as quickly_as we have the window trim. 

You might run a “CHANGE YOUR SILVER” 
sale by featuring an assortment of silver to take 
care completely of the needs of the average home 
and which could be purchased for a very reasonable 
figure. Your special show card and advertising 
could say that such a set would be a change and a 
real treat for the family—the old silver (probably a 
mixture of various patterns) could be put away for 
a while for a long-deserved rest—and the whole 
set of, say, sixty pieces, would cost less than $40. 

You can interest a great many families in such 
a proposition because of the really remarkable value 
you offer them in Wm. Rogers & Son silverplate, 
which is GUARANTEED WITHOUT TIME 
LIMIT. 

This line gives you the volume, the repeat busi- 
ness, and, above all, the EXTRA PROFITS that 
make it worth while for you to put on such a sale. 

By the way, we are willing to take care of the 
cost for photographing any good Wm. Rogers & Son 
wndow you get up, if you will send us prints. 

Yours very truly, 
WM. ROGERS MFG. CO., 
International Silver Co., Successor, 
By George Morrison 


Since first committing our tiny proteges to this 
nation-wide “tour,” we have found new means of 
embellishing their act. The suggestions of our field 
force have been given proper recognition and an im- 
posing array of displays has piled up as the inventive- 
ness of our dealers has been revealed. Large win- 
dows and small windows have been decked with equal 
facility, and, in every instance, the public has been 
interested easily and unsuspectingly. 

Beatrice and Thelma do not have to use a mega- 
phone to attract an audience; their quaintness and 
daintiness stamps them as symbolical of “Rogers Sil- 
verplate’” and the combination is sufficient to hold 
popular interest. 

Window advertising, in which they play a leading 
part for our organization, is an essential for both sil- 


THE DISPLAY WORLD 





June, 1926 


verware dealer and manufacturer. Quality and work- 
manship are assets of the highest importance for the 
retailer, just as capable representation is the manu- 
facturer’s need. Our conception of the relation of the 
window to these requirements is contained in a cir- 
cular letter which recently went out to our dis- 
tributors : 

“Your store, using this display, links up directly 
with forceful national advertising which reaches 
millions of homes. 

“In your window it will be a reminder that the 
genuine Wm. Rogers & Son silverplate is sold inside 
the store. 

“The window is full of color and beauty. The 
story it tells is complete and convincing. It creates 
pocketbook interest.” 


Now It’s The Market Card 


Neat and Brightly Colored Placards Appear 
In Pacific Stores 





HE street car card is no longer a novelty, the 
straphanger having become as accustomed to it 
as to the strap itself, and despite languid interest 
in the flaming ambassadors of trade that shout 

the merits of their particular brand of coffee, the tenderness 
of a trade-marked ham, or the style of the latest collar, he 











26 sc) ae ae s'2 : 
Types of the Prather-Marquis Wall Ad 


gazes on them morning and night until their message is 
seared into his brain. 

But the food market card is a new display application 
that can do much more than its second cousin, for is it not 
functioning at the point of sale? When the purchaser of 
“grub” stands in the market place with the capacious mar- 
ket basket close at hand, there is no doubt that buyer in- 
terest is at a high pitch. At such a time a gracefully 
executed display appears as a friendly adviser, suggesting 
tempting foods that may be rare visitors to the marketer's 
table. Stripped of the evangelistic atmosphere, performing 
a service, it benefits merchant, packer and consumer at the 
same moment. 

Such a thought came recently to one of the executives 
of the Prather-Marquis Co., Inc., Seattle, Wash., and within 
a short time a mode had been evolved that provided the 
leading grocers and meat shops of their territory a neat, 
changeable form of display advertising of a very high order. 
It affords a constructive advance over the former crude, 
dust-collecting heterogeneous mass of banners and hangers 
that has heretofore constituted the principal messengers of 
food values and the interior ornamentation of the corner 
grocery. 

This concern furnishes the placards and cabinets in which 
they are displayed, and the grocer using the service is guar- 
anteed regular replacement of the display cards. Placed 
on the ledge of the shelving, these neat and artistic pla- 
cards are an asset to any store of the type the service is 
provided for. 

The display cards are constructed of wall board, with oil 
and water color decorations and shellaced, the whole being 
appropriately framed. 
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Rational vs. National Advertising 


Full Value From Campaigns Cannot Be Obtained Unless Dealer 


Displays Establish Store as Place for Purchase 


By C. D. ROBERTS 
Advertising Dept., Pratt & Lambert, Inc., Buffalo, N. Y. 


E’RE advertising nationally and every 
dealer, who lines up with us, will share in 
the big business this advertising is sure 
to bring. Never has there been such an 
opportunity for paint and varnish dealers.” 

(It’s a familiar story to the trade.) 

The glib tongued representative of the Spectacular 
Paint & Varnish Co. draws an attractive picture, and, 
after the manner of the loud speaker, broadcasts his 
wonderful message to all who will hear it. 

Naturally he finds here and there a willing listener, 
with one inevitable result: The wonderful national ad- 
vertising campaign which was to “make ’em sit up and 
take notice” is, after a few months, but a memory. The 
national advertising, which called forth so many glow- 
ing adjectives on the part of the enthusiastic spellbinder, 
may have been national while it lasted, or it may have 
been but a single newspaper advertisement. And, re- 
posing peacefully on th shelves, are the goods which 
were purchased under a spell of oratory. 


Pratt & Lambert advertising policies are “rational” 
rather than “national.” The term, national advertising, 
may be variously interpreted, depending upon the stand- 
ing, experience and policy of the advertiser. It has 
been used in the hope that it may more accurately ex- 
press the true spirit and purpose back of Pratt & Lam- 
bert advertising. Its primary feature is to bring atten- 
tion of millions of people to the efficacy of Pratt & 
Lambert products through the popular magazines, and, 
through sales helps, to center this attention at the 
dealer's store, the point of sale. 

Of what profit to the merchant is a national adver- 
tising campaign devised to force the manufacturer’s 
sales: That publicity, which by sheer volume of racket, 
drives in business, may, for the moment, succeed. 
Dealers in self defense may be forced to handle the 
advertised article, regardless of the price, profit, or 
policy of the manufacturer. But the history of adver- 
tising indicates that few, if any, producers have been 
able to continue such a policy. The right kind of ad- 
vertising does not force a demand, regardless of the 
dealer's interest. It creates a demand that he welcomes, 
because the merchandise, the advertising, and the policy 
ot the manufacturer are of a kind that do not conflict 
with his interests. 

‘att & Lambert do not conceive advertising as a 
sop ‘o induce buying. They believe that their campaigns 
are vested rights of their dealers because they help dis- 
tributor and company alike to SELL goods. 

chain is as strong as its weakest link. Of what 
Protit is it to create a “demand” which cannot be 
directed to the proper “market”? The point of sale is 
the dealer’s store, and, for this reason, it is just as 
fsseritial that the distinguishing features of a national 





campaign shall be stamped upon his wares on the shelf 
and those which he offers in his display windows as 
upon the magazine appeal. 

Closely allied in quality and effectiveness with maga- 
zine advertising’ is the liberal supply of sales-promotion 
material accompanying every assortment of Pratt & 
Lambert Varnish Products. Planned with care to meet 
the dealer’s needs, each item fits into a well-balanced 
plan to promote sales and helps to make his store head- 
quarters for Pratt & Lambert Varnish Products. 

Adequate and attractive display material and printed 
matter for dealer’s use is often overlooked by many 
manufacturers and this accounts for the vast quantity 
of very ordinary advertising matter sent to the trade. 
P & L material is not that sort. It is particularly de- 
signed to be practical. 

Among these are three large window displays 36 
inches high by 28 inches wide. They are lithographed 
in the full colors of the original paintings and are 
mounted on heavy board. Counter displays, panel 
racks, signs, color cards, folders, and booklets consti- 
tute factors of the display material by which the store is 
established as the local supply source for Pratt & Lam- 
bert goods. 

This display material must be seen to be appreciated. 
The counter designs are of crystalloid and show a full 
range of the colors in which “61” Floor Varnish are 
available. A beautifully lithographed, artistically de- 
signed metal sign which may be used in the window 
or on the counter or wall furnishes a graphic illustration 
of the color charm of ‘“Vitralite” as applied in a practi- 
cal way. Real enamel on wood panels shows how these 
tints will appear on woodwork and furniture in the cus- 
tomer’s home. Counter panels for auto finishes are 
equally convincing. 





NOW THEY ARE PACKAGING BANANAS 


Since the introduction of the banana into the United 
States, distributors have been seeking some means of pro- 
viding their patrons with fruits of equal ripeness. The 
banana, when exported, is pulled green, and is ripened in 
warehouses. The result is that the same stock holds dozens 
of bananas of various degrees of ripeness, and it is beyond 
the possibility of the average grocer to assure his custom 
that the same order will not contain goods too ripe to be 
palatable and too green to be edible. 

Tropic Foods, Inc., an enterprising Boston house, has 
just launched a campaign to introduce packaged bananas 
guaranteed to be “meloripe.” The company announces that 
it is buying the finest bananas offered by the United Fruit 
Co. and is ripening them in specially constructed ripening 
rooms. Then the fruit is inspected packed and delivered 
fresh daily to dealers all over the city. 

Window displays were broached in the first broadsides to 
dealers, use of the cartons being urged for this purpose. The 
latter are claimed to be beneficial to dealer and consumer 
alike by assuring the buyer delicious fruit and eliminating 
waste in selling. Each box contains a half dozen pieces. 
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Omaha Champions Selling Windows 


Organized Retailers Stage Annual Display Shows But Stick to 
Belief That Good Trims Day After Day Count Most 


By ALLEN .T. HUPP 


Executive Secretary, Associated Retailers, Omaha, Neb. 


IX hundred organized Omaha retailers are 
convinced that the most productive form 
of window display is the ordinary, every- 
day trim that shows the customary run 
of merchandise. Attractive displays are 

forceful agencies for interesting prospects and induc- 

ing buying, but gauged by their profit-making pro- 
pensities, they succeed best when art is subordinated 
to price and quality appeal. 

These merchants recognize the value of the spec- 
tacle, and twice each year give their patrons an op- 
portunity to feast their eyes upon gorgeous displays 
by sponsoring a “Wonderful Windows” Week. These 
special weeks are for advance showings of the latest 
and finest merchandise to be offered during the com- 
ing season. They are made into gala events with no 
expense spared to produce lavish and beautiful ex- 
hibits of the new styles and colorings in men’s and 
women’s apparel and diversified merchandise. Liv- 
ing models parade in milady’s latest fashions through 
the show windows of the larger stores, bringing de- 
lighted ‘“‘oh’s” and “ah’s” from the throngs that some- 
times stretch from the window clear across the street. 
More than 50,000 persons have crowded about these 
windows in a single night, strolling up and down 
from store to store. They return night after night 
to complete the sightseeing trip. To further enliven 
the occasion and add the carnival touch, the Asso- 
ciated Retailers employ bands to parade through the 
retail section and station orchestras at important in- 
tersections to entertain the crowds. Finally, late in 
the evening, when the curtains have been drawn on 
the window displays, street dances are given at sev- 
eral locations which have been roped off and are po- 
liced. Two or three orchestras playing in concert 
furnish the music for a city block filled with couples 
enjoying an hour or two of dancing. 





Although there is no question as to the value of 
“Wonderful Windows” Week as a means of creating 
demand for new clothing and other displays, members 
of the Associated Retailers agree that the regular 
day-to-day windows are better “salesmen” than these 
costly pageants. 

While the “Wonderful Windows” Week is impres- 
sive and conclusive proof that Omaha’s stores have 
as complete stocks of the finest and best merchandise 
as will be found in any other retail part of the coun- 
try, the regular year-around displays are more effec- 
tive from a sales standpoint. In these special dis- 
plays no effort or expense is shared to make the mer- 
chandise exhibits lavishly beautiful. For this reason 
only the highest-priced, finest quality goods are 
shown. These, of course, illustrate the style trends 





for the season, yet the goods are not those which 
are bought by the majority. The popular priced lines 
are, of course, those which are in greatest demand, 
except in the stores catering to the exclusive, high- 
priced grade. For this reason “the regular window 
displays to be seen every day which attractively show 
the goods wanted by the majority of customers have 
greater pulling power and sales productivity.” 

The Omaha Window Displaymens Club frowns 


on contests, its attitude being that if John Smith, 


window decorator of the Johnson store, has a small 
window, difficult to decorate, and a small stock from 
which to choose items for his decorative scheme, he 
is not anxious to compete with Sam Jones, of the 
Wright store, which has fine large windows, every- 
thing for decorating, and permits Jones to “‘spread 
himself” in such a competition. 

The Display Men’s Club operates in a more effec- 
tive manner to keep Omaha windows in trim through- 
out the year. This club of twenty-one trimming ar- 
tists meets weekly to discuss problems of their art 
an dto keep up the enthusiasm of the members. They 
exchange ideas, frankly discuss their individual prob- 
lems, and, by mutual cooperation, benefit individually 
in their work to keep Omaha’s display windows 
always bright and attractive. 





GOTHAM DISPLAYMEN MEETS HALT TILL FALL 

The New York Metropolitan Display Men’s Club has 
held its last spring session and will not resume its routine 
of monthly dinners until September 14. 

The Gregorian Hotel was the scene of the last gathering 
attended by a representative group of members who were 
scheduled to hear M. Mosessohn, chairman of the United 
Women’s Wear League. An unexpected call out of town pre- 
vented him from appearing, however. 

The features of the meeting were admission to members- 
ship of John K. Sudzuki, proprietor of “John’s Display 
Service, of Nippon,” Yotsuya, Tokio, and preparations for 
attendance at the International Association of Display Men's 
convention at Chicago. Mr. Sudzuki has been sent to this 
country by the Japanese Chamber of Commerce to study art 
and American methods in display make-up. While here, he 
wants to avail himself of the advantages accruing to member- 
ship in the local displaymen’s club. 

The New York convention delegation will go to Chicago 
on June 12th by the Twentieth Century Limited over the 
New York Central. 





EXPERIMENTING WITH CIGAR DISPLAYS 

Experimental campaigns staged in New York and several 
midwestern cities have been inaugurated by Waite & Bond, 
Inc., makers of Blackstone and Totem cigars to determine 
the sales promotion features of this form of advertising. 
Executives of this organization are frankly interested in the 
possibilities of the medium and are anxious in this first 
attempt at capitalization of the window to learn the basic 
essentials of successful usage. Heretofore, window displays 
have been simply adjuncts of their dealer help equipment. 
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Hooks Gouged Into the Hose Made Mr. Dittmar’s Suspension Test Unusually Severe 





Motor Suspended By A Stocking 


Proof of Tensile Strength of Featured Hosiery Found 
in Literal Tie-Up With Ford Engine: 


By LOTHAR F. DITTMAR 
Display Manager, Ernest Kern Co., Detroit, Mich. 


YING up with the advertising of a nation- 
ally “branded” product is one thing, and 
giving it the public interest derived from 
connection with a “home town” industry 
is another. But when, to these features, 

can be added a portrayal of stout and up-standing con- 
struction and meritorious material, we have gone the 
proverb monger one better—we have killed three birds 
with the same stone. 

Such was my endeavor in a recent window featuring 
“Blue Crane” Hosiery, and it served the purpose very 
well. I do not claim any credit for originality ; the idea 
has been employed before. Hanging a motor by a silk 
stocking is not new to show windows. However, there 
are so many ways of showing a motor that the presenta- 
tion may be spared the characterization of “The same 
old stuff.” 

This is the home town of the justly celebrated “fliv- 
ver,” and, though the little “Ford” car has been often 
the subject of ribald jest, its sterling qualities are fully 
appreciated here. Whoever would pay tribute to the 
automobile industry of Detroit makes no mistake in 
choosing the “Ford” as the object of his adulation. 

lor this reason we felt that a demonstration, which 
would bring “Blue Crane” hosiery into the spotlight, 


would be made doubly effective if the strength of its 
weave and the staunchness of its materials could be 
tested through a literal tie-up with a “flivver” engine. 
Our conjecture was proved sound within a few hours 
after our window was installed. 

A stout supporting trapeze of pipe was the first 
requirement and, when this had been procured, it was 
not difficult to suspend the engine on two short ropes, 
their ends looped and passed through hooks at two focal 
points, the hooks in turn being anchored in the silky 
depths of a “Blue Crane” stocking in such fashion that 
the whole weight could test its tensile strength. 

Black and light blue was the color scheme used to 
set off the center device, the upper portion of the win- 
dow being garbed in a light blue satin, shirred in large 
and plentiful pleats, while massive black cut-out panels 
formed the background for the oval centerpiece, covered 
with blue satin, upon which the varying shades of the 
featured hose were arrayed. The floor was covered 
with a self-stripe black satin placed upon sections of 
“Beaver Board.” 

The centerpiece appeared directly behind the ropes 
upholding the motor, and was brightened at night by 
two spot lights played upon it from opposite sides of 


(Continued on page 57) 
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Window Art Boosts Engine Sales 


Publicity by Pane Gives Momentum to Campaign of 
Water System and Power Plant Manfuacturers 


By HENRY J. BARBOUR 


Advertising Manager, Fairbanks, Morse & Co., Beloit, Wis. 


HE same spring atmosphere that brings a 
thrill of anticipation to feminine Easter 
shoppers calls up a flood of emotions that 
urges easy-going humanity toward greater 
activity and accomplishment. In ancient 

times primitive people often began their year at this 
time, and with good reason. Spring seems the begin- 
ning of a new period. The warm sunlight, the budding 
branches, and the return of the birds stamp it as the 
opening of a new epoch, which we instinctively recog- 
nize and whose effect we feel far more than we realize. 

If spring is the moment of sowing, it is also the 
preferable time for building and refurbishing. It is the 
time for abandoning the compact, limited area in which 
we winter for suburban stretches of green where the 
goodness of nature and her attributes can be more fully 
enjoyed. The moving van has come to be a symbol of 
May because of this nomadic tendency of the city 
dweller. How much more potent must be the spell 
which springtime lays upon the farmer whose existence 
is so closely linked with plant life and its relation to 
the revolving seasons? 

Fairbanks, Morse & Co. has learned that spring 
brings a demand for certain classes of its products, and 
utilizes all opportunities to turn this inclination to good 
account. In this endeavor, it is quite natural that they 
should utilize window display. 

This company specializes in the manufacture of 
motors and gasoline engines. By years of activity and 
advertising, they have made their products household 
words, but, despite the unusual benefit of this confi- 
dence, have found it necessary to work manfully to 
keep in the limelight. 

This situation arose from the short sightedness of 
many Fairbanks & Morse dealers who failed to visualize 
the importance of national advertising in building up 
their sales. Regarding the company chiefly as the 
source of their goods, advertising indiscriminately, and 
irregularly, not making proper use of their windows, 
they muddled along until the company decided to take 
a hand. 

Today buyers know where to find Fairbanks-Morse 
products and what they are, largely through window 
advertising. By taking full advantage of window space 
dealers have, in effect, closed the last breach between 
maker and consumer by shouting from these glass en- 
closures “Here are the goods you want and here is the 
place to get them.” 

The window now tells the spring-enamored home- 
builder, “Here is the Fairbanks-Morse Waterplant; 
here are nine points of superiority; here is a means of 
bringing a constant supply of water to your suburban 
home or farm house. No more hand pumping, no more 
inconvenience; simply turn the faucet and machinery 





Top, a Summery Display for Suburban Home Water 
Plants; Below, Utility Gasoline Engines Shown 
Against Flowery Background 


does all the rest.” Is it strange that this appeal brings 
‘em in and makes sales? 

Another window proclaims the value of a small 
engine that takes the drudgery out of housekeeping, 
serving in laundry and diversified housekeeping fields, 
to cut down the time and energy outlay necessary t0 
manage the well appointed home. 

Full instructions as to how these windows can be 
trimmed are furnished all dealers, the choice of colors 
and the layout of the displays being so simple that any 
merchant can install them without difficulty. 

Crepe paper forms the principal decorative device, 
the crepe being woven and twisted into a variety 0! 
shapes. Daffodils and daisies, birds, and foliage aré 
employed in the sets, all these being cut out by hand in 
the trimming process. Window cards are furnished 
by the company branches. 

The display manager at the home office has gone t0 
great pains to insure satisfactory results, his instructions 
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being so minute that even the shade numbers for the 
crepe paper are stipulated. 

“Sight attraction is the best seller,’ a home office 
letter dealing with display, assures. ‘Recently, one of 
the largest department stores in the United States con- 
ducted an experiment to determine just what were the 
elements that entered into a prospect’s mental processes 
which impelled him to buy certain items, and pass by 
others. 

“The reactions of several thousand customers were 
closely studied and it was discovered, by these tests, that 
87 per cent bought articles directly through the attrac- 
tion of sight, including very large goods in the dealer’s 
windows, on the floor, and in show cases. The moral 
of this example is stated tersely, though trenchantly, in 
the advertising department slogan, “Show it—Sell it! 
Hide it—keep it!” 


’ 





SOUTHERN CALIFORNIA DISPLAYMEN CELEBRATE 


One of the most spectacular events in the history of the 
Southern California Display Men’s Association was held at 
Paulais Cafe, Broadway near Sixth Street, Los Angeles, 
May 25. The gathering, which assembled at 6:30 p.m, 
with Paul Francisco Lupo presiding, was one of the largest 
in point of attendance yet held. 

The dining-room was beautifully decorated with spring 
flowers and ferns furnished by the Bert Landers Co., illumi- 
nating effects being supplied by the Electrical Products Cor- 
poration, while the stage was bedecked under the direction 
of H. C. Petit, displayman for the J. W. Robinson Co., who 
provided a stately background for the surprises that were 
to come. 

There was “something doing” every minute during the 
dinner intermissions. Guests of honor were introduced, 
among them being representatives of many of the prominent 
display fixture houses. A program by juvenile radio artists 
followed, their well-trained efforts eliciting much applause. 
The next surprise was a parade of live models appearing in 
pairs before the stage setting. The first pair included Miss 
Lucille Miller, draped by Walter Geschwend, displayman for 
the Broadway Store, and Miss Virginia Green, draped by 
Richard A. Ayriss, in charge of displays for Walker’s 
Store. They were followed by Miss Joyce Clarke, draped 
by Elmer Walters, display staff, J. W. Robinson Co., and 
Miss “Sammy” Henesy, draped by Ted Bonham, of Barker 
Bros., display staff. The very latest creations of fashion 
were developed by these men, a prize being awarded Mr. 
Ayriss as the fastest and most effective draper. During all 
the demonstrations motion pictures were taken under the 
direction of Ralph G. Hamer, display manager, Desmond's. 
This picture was followed by filming of the assembled 
diners. 

Other features were a series of vocal selections and the 
piano accompaniment provided by Mr. Petit for the models’ 
entrance, 

The officers of the association are Paul Francisco Lupo, 
president, John E. Cooke, secretary, and George E. Janes, 
treasurer. Committee chairmen are: Ralph G. Hamer, edu- 
cational and civic relations; J. Wesley Gross, publicity, and 
H. C. Petit, stage decorations and piano. The reception com- 
mittee consists of H. Menard, Scott Crail, F. J. Elsaesser, 
Paul Harrold and J. M. Walters. 





INCREASE FLOOR SPACE 


_ Gray, Newart & Company, Chicago, formerly at 130 North 
State Street, have taken new quarters at 120 South State in 
the new Singer Building where they will have 2,100 square 
leet of floor space, occupying the entire second floor. This 
's one of a group of three establishments operated by this 
concern, 
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Easy to Mar Splendid Display 


So Slight a Defect as Faulty Card 
Frames May Spoil Effect 


By W. N. MACKEY 
Newman Mfg. Co., Cincinnati, O. 


OUR show window is the index to the character 
of your store. Whatever you may know of modern 
merchandising methods and catering to the needs 
of the public is reflected in your displays. Piling 

a window high with goods is still permissible, but only when 
the prices are slashed to the bone. And even the Cheap John 
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A Bronze Card Frame With Pleasing Lines 


store may take a leaf from its bigger brother’s book and 
spend a great deal of time on displays that will create more 
sales, for it would seem that today’s tendency is toward 
artistry in arrangements, founded upon the Japanese idea 
of focussing attention on a single bud rather than on a 
mass of blooms. 


To obtain this desirable effect you utilize the newest 
forms, signs, display stands, drapes, valances, scenic back- 
grounds, screens, lights, and everything else at the command 
of display managers. You strive with might and main to 
create an atmosphere of class and distinction. 


It can’t be done with circus stunts. Used in moderation, 
“stunt stuff’ may make the passer buy. But to build up 
prestige and good-will, as opposed to setting tongues. to 
wagging and brains to speculating, the dignified window 
beats the novel window all hollow. 

In other words, each display must be a perfect symphony, 
with all of the accessories blending to produce a display 
calculated to coax the public inside. 

You can easily mar a well-executed card by framing it 
all wrong. And the inharmonious frame will strike a false 
note, depriving the entire display of its attraction or sales 
value. 

Really fine card frames are a decided asset—an invalu- 
able addition to a “classy” window. Since the best is none 
too good, why not utlize cast bronze frames, incorporating 
the name of your store in characteristic style? The first 
cost is the one and only cost, for cast bronze never wears 
out and actually requires less attention. 


These handsome bronze card holders are reasonably 
priced, but for those who wish to cut the cost a trifle there 
are cast frames of the same appearance made of composi- 
tion metal, electroplated to look like bronze. All the popu- 
lar finishes can be obtained and there are no limits to the 
sizes or shapes, for the process of manufacture lends itself 
to the creation of very unusual styles. 
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Display Revamps Sandpaper Selling 
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Day of Haywire Binding and Counting Sheets Ends With Entry 
of Counter Case and Carton With Consequent Publicity 


By R. R. SHUMAN 


Advertising Counsel, Chicago, Ill. 


O more interesting or 
convincing example 
of selling power of 
display can he found 
than the revolution 

that has taken place in the sand- 
paper industry. In February, 
“1925, the Wausau Abrasives 
Company began a full-page cam- 
paign in the hardware trade 
papers to announce the Ruff Stuff 





count and substituted, in its place, 
the hundred or decimal count for 
sandpaper. 

For a century sandpaper has 
been bought by jobbers in bales 
tied with hay wire. When the 
wires were cut the tendency of 
this product was to curl, because 
of the action of the glue on one 
side of the sheet. The result was 
that a jobber’s sandpaper stock 
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Display Case. This lithographed 

steel case has eight pockets of different sizes to accom- 
modate a suitable quantity of each of eight different 
grits of sandpaper, the larger pockets holding 100 sheets 
each of the finer grits, while the small pockets hold but 
25 to 50 sheets of the coarser grits. 

The case was sold to the retail hardware and paint 
stores on the basis of a “deal,” the deal including the 
case and 480 sheets of sandpaper, there being just a 
ficient quantity of each grit to fill its pockets. 

The case received instant welcome and within the 
first year something like 15,000 Ruff Stuff Cases and 
the abrasives that went with them were sold to retailers 
by the jobbers. 

In fact the new way of stocking and displaying 
Ruff Stuff sandpaper was so popular that it became 
almost impossible for other manufacturers to sell their 
goods in the old way, the result being that about a year 
later other manufacturers came out with display cases, 
and now sandpaper is no longer hidden away in drawers 
or cubby holes as it formerly was, but is given the 
counter prominence it merits. 

In January, 1926, the Wausau Abrasives Company 
startled the trade by announcing the “Unit Package 
Plan” of handling sandpaper. 

The unit package consisted of a stout paste board 
box of uniform thickness, holding 25, 50, 75, or 100 
sheets of sandpaper, the larger number of very fine 
grits just filling a box level full, while twenty-five sheets 
of the very coarse grits filled the same space. They 
advised the dealers, through their advertising in the 
hardware and paint papers, to carry stocks of these 
boxed goods on their shelves, drawing from these stocks 
from time to time to refill the pockets in the display 
case. They also urged the importance of soliciting 
business of contractors and sandpaper-using industries 
for complete boxes of the grits they use. 

Here was a second revolution of the sandpaper 
industry, both of the innovations being the work of 
Mr. P. W. Sawyer, President of the Wausau Abrasives 
Company. The unit package not only permitted job- 
bers to stock and ship sandpaper in unbroken packages, 
but it did away with the old ream, quire, and dozen 





was very unsightly, in spite of 
the utmost efforts on the stockkeeper’s part to keep it 
in order. 

It has also been a custom for retailers to order sand- 
paper by the 24-sheet quire or fractions of a quire. 
This meant that a sandpaper order, as received by the 
jobber, required counting off these curled, gritty hard- 
to-handle sheets and trying them in packages for ship- 
ment to the retailer. 

By the new system, the jobbers’ stock now consists 
of piles of these unit packages and the retailers have 
been educated to order by the box and not by the dozen 
sheets of the quire. The result is that a sandpaper order 
from the retailer not only runs into more money than 
it did before, but it means the handling of clean, neat 
boxes instead of loose sheets. 

It was this last innovation on the part of the makers 
of Ruff Stuff which evidently compelled other sand- 
paper manufacturers to adapt both the display case 
above mentioned and the unit package, for all the lead- 
ing competitors of Ruff Stuff are now featuring both 
the display case and the unit package. 

An interesting side-light on the modernization of 
sandpaper display is the fact that retailers everywhere 
report larger sales of sandpaper than before. “The cus- 
tomer instead of buying a couple of sheets of one grit 
for a nickel, is so attracted by the neatness of the dis- 
play that he picks out a number of sheets of each of 
several grits, his purchase running to 25 or 30 cents 
instead of the customary nickel. 

If imitation is the sincerest flattery, the haste with 
which competitors have followed each development 
of Mr. Sawyer’s inventiveness pays him an enviable 
tribute. The principals in sandpaper manufacturer 
have adopted his innovations with surprising celerity, 
and, as a result, sandpaper has received an impetus 
that has greatly increased sales. 

Dealers who have heretofe regarded sandpaper as 
an inconsequential item are gradually realizing its 
possibilities for profit, and, conceiving it as a tool as 
essential to building as any of the more costly de- 
vices, are now supporting it and backing it with un- 
precedented interest. 
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Utility Suggestion in Shoe Display 


Surrounding Footwear With Clothing and Work and Recreational 
Accessories Demonstrates Its Fitness 


By HAROLD M. MESSENGER 
Display Manager, A. E. Nettleton Shoe Mfq., Co., Syracuse, N. Y. 


HOES is our theme all the year round, and 
it admits of many interpretations, for the 
shoe is the servant of the wearer, no mat- 
ter what care and precision its manufac- 
ture requires, nor how much effort is ex- 

pended in producing beauty in design, or attractiveness 
in color. 

The outing shoe, the golf shoe, the dress shoe, or 
work shoe, aid in efficiently handling a task, or enjoying 
a pleasure. Properly shod, the wearer enters into the 
spirit of the occasion without the mental handicap which 
improper garb creates. Whatever interest he has in the 
footwear is the product of its propriety. 

In displaying shoes, then, why not lay our stress 
upon the values which they offer, not in durability and 
style, but in their fitness for the purpose intended? If, 
in selling a piano, the chief leverage of the salesman is 
the pleasure which the family will derive from the 
instrument, and the musical training which it will per- 
mit the children, why should the shoe dealer not capi- 
talize all the pleasures of the golf course, when selling 
golf shoes? Why should he not depict the gayety of 


The Golf Togs and Clubs in Mr. Messenger’s Window Stamp His Shoes as Necessities of the Course 


the ball room or the decorum of the club when offering 
a dress shoe? This method gives to the goods featured 
an attractiveness that the mere display of shoes, unsup- 
ported by goods suggesting their purpose, cannot pos- 
sess, and lends them an atmosphere which adds to their 
desirability. 

Specimen windows, which we have created as pat- 
terns, for our dealers, are making the most of this idea. 
Suits, hats, gloves, canes, and hose go into displays, 
illustrating proper shoes for street wear, while golf 
clubs, balls, tees and kindred accessories comprise the 
accompaniments of golf shoes. 

Take, for ‘instance, the window in which we have 
shown a summer suit, straw, hats, cane and light-weight 
shoes. The whole window is a pleasing color scheme of 
brown, even to the band on the hat, and the shoes shown 
suggest the proper shade to go with the particular gar- 
ment featured. Such a display appearing in the shoe 
store window has dominant appeal. First, because it is 
unusual, and second, because it suggests the use to 
which the shoes may be put. It is a subtle way of get- 

(Continued on paget 57) 
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Windows With Numbed Nerves 


Display’s Power of Attraction Throttled by Sun’s Glare 
Is Restored to Normal by Lighting Changes 


By RICHARD L. BROWN 
Advertising Department, Curtis Lighting, Inc., Chicago, Ill. 


O you ever sit with one leg crossed over the 

other until your foot goes “sound asleep?” 

A nerve on the underside of your knee 

makes your foot begin to tingle. This is 

nature’s simple warning to do something 

about it. You must recross you legs or stand up and 

stamp around. The nerve cannot stand a pressure on 

any one spot for too long a time and it gives you the 
signal to change. 

Have you ever stopped to consider that there are 
sensitive nerves which reach from your business out to 
your buying public? Do you sometimes. stretch these 
nerves to see if they are working properly? If they 
are not, they will begin to affect your entire establish- 
ment and to put it out of action. Lack of attention 
will numb the activity of your business, and disuse will 
paralyze it. 

Sometimes your profit and loss sheets give you fair 
warning that this is happening, but more often they 
do not. 

It is best to anticipate beforehand, if you can, that 
there is something causing the groundwork of your 
organization to go “sound asleep.” That is what Meier 
& Frank, Portland, Oregon, merchants, did. 

“We know that our show windows are our most 
valuable contact with the public,” they said, “But there 
is something wrong with out displays during the day. 
People stop to admire them at night when we are closed, 
but most of them rush right by in the daytime when 
we are open for business.” 

The called in their lighting man, and he immediately 
recommended “superlighting” as the most stimulating 
force in creating sales he had ever known. ‘“Super- 
lighting” is the use of high wattage lamps with silver 
mirror reflectors and floodlights. The lighting man 
installed X-Ray reflectors in the window, and the im- 
provement was almost beyond belief. 





‘i 


Before the “superlighting” system was installed the 
window lacked force and personality. Unsightly street 
reflections almost ruined the effect of the neat display, 
and the attractive background was all but invisible. 
After the X-Ray reflectors were put in the atmosphere 
became more cheerful and friendly. The display grew 
brighter and more compelling, and made a stronger bid 
for attention. | 

Passers-by now stop to look in because the window 
is doing its utmost to invitingly solicit their attention. 
The elimination of the street reflections is a simple 
matter. When the light from the window becomes 
brighter than that from the outdoors the grotesque 
shadows on the pane vanish at once. 

With the use of “superlighting,” an added cost of 
maintenance must be expected, but this is very little 
more than the cost of a poorly lighted window because 
only half of the lamps ordinarily used are needed to 
“superlight” the windows all during the evening. What 
additional expense is entailed is, moreover, justified by 
the fact that every up-to-date merchant who has turned 
to “superlighting” in the last two years has discovered 
that his immediate increase in sales has paid for the 
added cost of maintenance and equipment literally 
hundreds of times over in the course of a year. 

After you read this, make an experiment. Go out- 
side the store and walk by your windows as though you 
were one of the hundreds who do so every day. Person- 
ally appraise them; is the lighting bright enough to dis- 
tract your attention from everything else as you ap- 
proach? Do your displays reach out to you and compel 
recognition ? 

Your display window is by far the most important 
agency you have for making friendly contact with the 
vast public just outside your door. Is it functioning 
properly or is it numbing the activity of your business? 
A test might be surprising. 


’ 





Left, Meier & Frank- Window Before “Superlighting”; Right, the Same Display After Installation 
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Anyone can install the No. 33 with 
only a screwdriver—the aid of an elec- 
trician is not required. The Flood- 
Ray is equipped with an adjustable 
swivel making it possible to focus 





the unit on any part of the window. 




































The 
Light That 
SELLS! 


One of the most valuable aids 
the displayman can have is the 
X-Ray No. 33 Window Flood-Ray. 


This remarkable lighting unit, with its 
powerful “Center Spot Beam” never fails 
to attract attention wherever it is used. 


The No. 33 Flood-Ray may be obtained from 
any good electrical dealer. Try it out! 


CURTIS LIGHTING, Inc. 


1119 West Jackson Boulevard 


CHICAGO 


31 West Forty-Sixth Street 3113 West Sixth Street 
New York Los Angeles 
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Contest Blazes Way for Kirsch Rods 


Rarely Shown Curtain Device Secures Displaymen’s Backing 
Through Year's Competition—McEachnie Wins Grand Prize 


By ARTHUR W. EVERS 
Advertising Manager, Kirsch Manufacturing Co., Sturgis, Mich. 


LLWYN McEACHNIE, display manager 
for The Jahraus-Brown Co., Buffalo, car- 
ried off the grand prize in the Kirsch 
Manufacturing Co. display contest, ter- 
minated in January, according to an an- 

nouncement recently issued.’ Awarded first honors be- 
cause of the excellence of windows in which Kirsh Cur- 
“tain Rods were used exclusively, he received a capital 
prize of $300. 

Second and third major prizes were won respec- 
tively by Ray Reed, display manager for Stoehr & 
Fister, Scranton, Pa., and J. L. Henninger, display 
manager, Mayer Livingston Co., Bloomington, Ill. 
They, like Mr. McEachnie, had shared in the monthly 
awards. 

The contest, launched in January, 1925, marked the 
beginning of a spirited drive by the Kirsch Company to 
obtain display space for their product, which had here- 
tofore received little attention. Copious display ma- 
terial, including four color lithographs for window 
usage, new containers in three colors, and an artistic 
finish for' the rods themselves, offered sufficient acces- 
sories to guarantee pleasing trims, it was thought, and 
the company executives considered the competition an 
efficient agency for introducing their line to the leading 
department store and furniture displaymen of the 
country. Their confidence was justified by the large 
volume of windows entered, and the array of display 
photographs compiled. 

The nine months duration originally planned was 
stretched out into twelve as it became evident that 
Autumn business would be aided by the continuance, 
A long array of progressive windowmen participated, 
sharing in the eleven monthly prizes that were offered 
to keep interest at the same pitch throughout the year. 
Mr McEachnie first came into the limelight in July, 
when his elaborate combination of drapery fabrics and 
rods won the monthly prize of $50. Sweeping the 
field against opposition of the highest order, he demon- 
strated that the summer vacation period was as good 
a time as any other to push this specialty. 


In reality this display clinched the contest for him. 
Despite the large number of attractive windows, photo- 
graphs of which continued to flow in. increasing in 
number with each succeeding month, his advantage was 
never overcome. The versatility, shown in the daily 
routine of his window work, had enabled him to analyze 
the “trim” possibilities of the rods so thoroughly that 
his symmetrical and balanced: window remained, to the 
end, an unparalleled spectacle. Getting away from the 
stiffness and the angular arrangements of competitors, 
he gained his superiority by use of two panels, which 
formed an arch leading to a curtain fabric running the 
full height of the window. A limited amount of loose 





The Display That Won McEachnie’s Grand Prize 


rods were grouped on the flanks of these, while cut-out 
figures at the sides held cartons of the product. 

The first monthly prize awarded for January ’25, 
went to D. P. Smith, of the Falk Merchandise Co., 
Boise Idaho, who, the next month, yielded his position 
to Charles A. Merrill, with Max Dannebaum’s Leader 
Department Store, Parsons, Kans. In March, W. R. 
Harre, display manager for Maas Bros., Tampa, Fla., 
was adjudged the winner, to which honor J. Sanger, in 
charge of windows for J. B. Wells & Co., Utica, N. Y., 
ascended at the end of April. May conferred like 
honors upon A. Schneller, Cash Mercantile Co., Tomah, 
Wis., and in June, Newton R. Spinney, with the C. H. 
Yeager Co., Akron, O., took the lead. 

August gave distinction to A. W. Cunningham, dis- 
play manager for the Rorabaugh-Wiley Dry Goods Co., 
Hutchinson, Kans., while in September, Ray Reed, of 
Stoehr & Fister, Scranton, Penn., nabbed the prize 
money. Illinois was granted her share through the 
November triumph of J. L. Hemminger, of Mayer 
Livingston’s, Bloomington, while the last prize went all 
the way to California, when C. C. Johnson, of Lehman 
Bros.’ Department Store, Oxnard, was adjudged the 
designer of the best offering of the month. 

Prior to the contest Kirsch windows were a rarity, 
the result of the average dealer’s failure to visualize 
the rod as a big turnover medium. The increased sales 
which followed the displays, the readiness with which 
the public responded, and the unanimity of benefits 
derived during every month of the contest, convinced 
scores of dealers that it should be appraised as 4 
staple profit producer. The ornamental designs worked 
out by the contestants likewise proved that pleasing 
displays could be obtained from apparently difficult 
material. 





WINDOW LIGHTING RATES REDUCED 
A substantial reduction in the rates for electricity used 
in window displays has been made by the Pacific Power & 
Light Company, Walla Walla, Wash. Like reductions would 
be welcomed by merchants in other parts of the country. 
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SHORT — 181022 INCHES MEDIUM~24T0 28 INCHES 





LONG-30 INCHES {AND UP 










PREPARED 
ASPARAGUS 


NEW PROCESS 






Will not fade or 
drop its needles. 







Prepared in natural 
green, silver, gold 
and autumn colors. 
Every spray has a 
perfect tip. 








Superior in quality 
to anything before 
offered. 















Asparagus Sprays. Prepared. Grass Green. 


PREPARED FOLIAGE AND GRASSES—OAK SPRAYS in Red, Green, Tan, Dark Brown. 
Prepared Palm Leaves—Prepared Cycas—Prepared Cocoanut Leaves—Prepared Uva Grass—Natural, 
Green, Metallic Colors—Green Grass Mats—Pine Cones, and many other items for decoration. 


Ask for Samples and Prices 


THE KERVAN CO. 


119 West 28th St., NEW YORK 


Wholesale Jobbers 






Manufaéturers 

















Sign Salesmen Needed! 


Make big commissions selling Newman Signs. At present we have 
openings for 150 live wires—men who can sell brass, bronze and 
changeable-letter signs to churches, stores, banks, building owners, 
patriotic organizations, theatres and others. 


NO CLOSED SEASONS! 
EVERYBODY IS A PROSPECT!! 
YOU FIX YOUR OWN SELLING PRICES!!! 


We furnish two different catalogs, order books and samples. We 
handle all accounts. You act as our representative and are paid 
liberally for your time. 


Write for Particulars Today—There Are No Obligations. 





3 LINES 
IN ONE 


THE BEST 
» LINE OF ALL 











Newman Bronze Signs are the choice of leading United States display 
managers and national advertisers. 


If interested in everlastingly beautiful signs for your store, use the coupon 
to ask for suggestions and our special low prices. 


THE NEWMAN MFG. CO. 


EST. 1882 


PPD 





~wow 













¥ The Opportunity of 
Your Lifetime 


A Chance to Make 
Real Money With a 
Wonderful Line 


Don’t Wait—Mail the 
Application Today 
—Right Away 





V MAIL IT NOW! 
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CL] Send on your catalogs and 
agency proposition. 


LC] Quote prices for your bronze 
store signs. 
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Merchants Many--Merchandisers Few 


Hordes of Embryo Retailers and Rockribbed Conservatives in 
for Hard Sledding as Competition Grows Fiercer 


By JOHN F. KEYS 
Secretary, Prather-Marquis Co., Seattle, Wash. 


EDITOR’S NOTE—Mr. Keys has had a long and varied 
experience in the use and promotion of window and interior 
display devices, and is a displayman of marked ability. He 
is now connected with the Prather-Marquis Co. Seattle, 
Wash. Acquantance with display problems covering a wide 
range of subject matter peculiarly fits him to reveal the weak 
spots in modern merchandising and advertising, and to 
point the way to better applicaton of fundamental business 
principles. This is the first of a series of his articles which 
will appear regularly. 

IRST, allow me to state that I am no efficiency 
expert or highly rated critic in this matter of 
pointing out the errors that are being made 
daily in our merchandising establishments. 
Among men and women who carry and are 
probably justly entitled to prefix such titles to 

their signatures, I would likely be rated a poor “C,” or even 
lower in the scale. I certainly make and lay no claim as 
such. As a matter of fact, I am just one of the tens of thou- 
sands who earn their living from town to town with a grip 
or trunkful of samples, representatives of manufacturing or 
jobbing plants, year in and year out pioneering new goods 
into the retail store field and convincing the storekeepers 
that the time for a change is at hand; in plain English, a 
traveling man. 

My viewpoint is that of an unbiased observer who has seen 
maybe a good thing done here, another there, a bad error 
committed in one shop, corrected in another, some real first 
water selling carried on at one place, and some that is ob- 
viously not so good at the next. It all finally bends back to 
the one point and goes through the funnel which may be 
compositely titled “selling,’ whether it is the advertising, 
display, passing of the merchandise to the customer in ex- 
change for so much in dollars or cents, building up of the 
house in the community in the hope of future transactions, 
delivery, collections, or any other of the dozens of branches 
which go to make up the individual commercial tree as it 
stands or grows, or withers and dies. 

Originally the word store meant storehouse, warehouse, 
a place where goods were stored or kept. If an Englishman 
told you that he was going to drop in at his store he would 
mean that he was going to the building where his reserve 
stock of goods was kept, previous to its being placed on sale 
at his sales shop, or “shop,” as he would say it. Too many 
Americans today run English stores in the truest sense of the 
word. They buy their goods from the wholesalers, get their 
stocks into their merchandising houses and then do every- 
thing possible to keep them there. They run or operate 
stores, not mercantile shops, when really they have in mind 
anything but the conduct of warehouses. 

Some of our American merchants have stuck so closely to 
their individual establishments over a period of years, have 
kept their noses so close to their individual grindstones that 
all they now see is the store itself and not the transactions in 
which their customers have, we might say, a mutual interest 
and which are so all-important as regards the future of the 
business house. Methods in vogue for the sale of merchandise 
twenty of more years ago will not do at all if the merchant 
is to advance with the year, if he wishes to hold his own. 
Americans delight in change of methods; innovations and 
youth daily enter the mercahndising field to provide them. 
The customer moves about and sees new ways and means 
provided for his purchase of merchandise. Mr. Old Time 
Merchant, who day in and day out grinds away, never lifting 
his head to see what goes on about him, who sticks too 





closely to his former methods, who will not install the new 
ones, failing to see them as they appear, is on the much-adver- 
tised greasy plank. His merchandising tree is full of dead 
timber, top-heavy branches, too many “suckers” at its base 
or the roots are not growing. Sooner or later the storm 
arrives and the tree topples over. If the owner would spend 
half an hour or so each day on the outside of his counters 
or across the street from his place of business studying the 
plant from his customers’ angle, better and more modern mer- 
chandising methods would be worked out. Axe grinding must 
certainly be done in every line of business endeavor, but it 
is possible to get one’s nose so close to the old grindstone 
that the establishment becomes a store where goods are kept 
rather than a shop where they are sold. A skillfully wielded 
pruning knife might do some of these some good. Some that 
I see could only be straightened out by the liberal use of a 
broadaxe and a cross-cut saw. 


If I have it correct, about 25 per cent of those who enter 
the merchandising field go broke within the first two years. 
I often wonder if the time period is that great, but the 
probabilities are that the statisticians could show where the 
average fellow is snowed under in about that length of time 
and there is no satisfaction in arguing with an adding ma- 
chine, either human or mechanical; we will let it go at that. 
Daily, I might say, in every city and hamlet, traveling men 
hear, “Too many merchants in America.” It strikes me that 
we have too few merchants and too many laymen, mechanics 
or day laborers cluttering up the field—men who are allow- 
ing misdirected ambition to overcome sound judgment or no 
judgment at all in the desire to work for themselves, be their 
own bosses, and to eventually carry the title of merchant 
prince of their own home town. Unfortunately for them and 
the public as well, for the public has to pay for the education 
of these, the average one thinks that all he has to do is 
sign a lease for a certain store room, build a set of fixtures, 
call the wholesaler and stock his shelves, shoot some money 
through the advertising columns of the local newspaper, open 
his front door at seven-thirty the next morning, and away 
he will go. He has one part correct, and one part only, the 
direction. Given a few months or a year or two and he will 
reach the goal. 


If the same morning that he turns his key for the first 
time you should ask him how many prospects there are for 
his goods in his logical territory, how many stores selling 
like goods to. these people already, what the approximate 
gross turnover is per annum from them to his already estab- 
lished competitors, allowing that he got an even split of the 
trade already going to the others, would there be sufficient 
gross business to justify any expectation of profit at the end 
of twelve months? The chances are you would put him out 
before he got to first base. He could likely tell you how 
many immediate competitors he would have, and if he men- 
tioned prospective customers he would give you the last 
census figures of the city or section along with the remark 
that if he got one-tenth, or one-fifth or fiftieth of the trade 
he would be satisfied. He never went near the manager of 
the wholesale house with the inquiry as to how many actual 
dollars’ and cents’ worth of his goods would a given number 
of people consume over a period of one or two or five aver- 
age years, to secure a figure for division by the number of 
stores already in operation. He didn’t talk the matter ovef 
with his banker who for years had given him sound advice, 
and who, because he was then carrying this new merchant's 
competitor’s paper far in excess of where that group should 

(Continued on page 46) 
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Costumes of 1851 With Backgrounds Harking to Store’s Foundation Were Features of Jordan’s Jubilee Windows 


June, 1926 





Link Present and Past By Displays 


Celebration of Seventy-fifth Anniversary of Jordan-Marsh Entry Into 
Business Built Around Windows and Store Pageantry 


ORDAN-MARSH, of Boston, capitalized 
the opening of their seventy-fifth busi- 
ness year in January when the contribu- 
tion of this old Bay State mercantile 
house to New England life was portrayed 

to an appreciative public. 

In laying the plans for successful utilization of the 
opportunities for publicity few auxiliaries were over- 
looked. The celebration was forecast in a series of six 
radio talks broadcasted from Station WEEI by the 
store manager and jubilee director, B. G. Hawkins. 
Then followed a mail contact with charge customers to 
whom was sent an attractively bound and illustrated 
brochure, “Retail and Romance,” by Julia Houston 
Railey, while general knowledge of the spectacular 
events soon to be enacted was insured through a series 
of full and half page institutional advertising. 

On December 30, as a herald of the jubilee, an old 
coach-and-four with a party in 1851 costume drove to 
the State House, and upon its steps presented to Gov- 
ernor Alvan T. Fuller, as respresentative of the inhab- 
itants of Massachusetts, a formal invitation to attend the 
celebration. An invitation was also presented by the 
party to the Mayor of Boston and mailed to the Gov- 
ernor of each New England state and to President Cal- 
vin Coolidge. 

On December 31, the coaching party spent a day 
reviving old tavern scenes and dances of 1851 at New 
England’s most famous hostelry, “The Wayside Inn.” 
The party, bearing a formal invitation to the master of 
the Wayside Inn, was received by costumed represénta- 
tives of Henry Ford, impersonating the famous Land- 
lord Howe and other Inn characters. Newspaper pro- 
tographers and local representatives of all motion pic- 
ture news services covered both days. Motion pictures 
have been shown throughout the United States and in 
Europe. 

On January 4 the jubilee was formally begun. The 
front was emblazoned with diamond chains and pend- 
ants of electric lights. Windows, displaying the “old 





and the new” in merchandise, and departments were 
filled with old-time wares or historical exhibits loaned 
by customers and manufacturers. Parchment shades 
stamped with 1850-1860 Godey fashion prints covered 
every light in the store. Blue and silver decorations, 
hundreds of sculptured placques of the coat-of-arms and 
jubilee posters were used throughout, also special mer- 
chandise signs. 

On January 5 the opening jubilee entertainment of 
a series of sixteen—or four each week for the month, 
as listed in all general programs—was held in the Recre- 
ation Hall with 1,200 to 1,300 people in attendance. 
Almost all of those sixteen free entertainments were 
either historical revivals or old-fashioned costumed per- 
formances, tableaux, dances, musicales, old-style shows, 
and so forth, with incidental music by the Jordon- 
Marsh Orchestra. Some were presented by distin- 
guished Boston groups, such as the Beacon Hill Fete 
Committee, the Dickens Fellowship, and the Handel and 
Haydn Society. The opening performances, with its 
subsequent repetitions, was a vevival, upon a small scale, 
of the famous Boston World’s Peace Jubilee of 1872, 
financially directed by Eben D. Jordan, the store’s 
founder. A costumed store chorus of seventy, a band, 
and three distinguished prima donnas, including the 
wife of the Governor of Massachusetts, impersonated 
the singers and musicians of 1872. 

Another notable impersonation upon another pro- 
gram was that of Jenny Lind, who was accompanied 
upon Jenny Lind’s original piano. 

A dozen girls, selected for their old-fashioned type 
of beauty, and costumed in very handsome period gowns 
made by the dressmaking salon from style models of 
1850 to 1910, stood each day in conspicuous positions 
on the selling floors to greet customers and hand them 
leaflets descriptive of jubilee selling events, containing 
two or three examples of specially priced merchandise 
on sale that day and the day following. Each “fellow 
worker” wore a jubilee button and all packages were 
sealed with jubilee seals. 
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THE DISPLAY WORLD 


Window Tie-up Is Path to Profit 


Merchant Who Displays Nationally Advertised Wares Follows 


Line of Least Resistance, Says Merchandising Newspaper 


OLLOW the line of least resistance” 

urges the Detroit Booster, merchandise 

auxiliary of the Detroit News, citing a 

long list of advertisers who are supply- 

ing window and counter display material. 

This appeal, addressed to the retailers of Detroit, re- 

vealed the number of national advertisers who were 

at the moment cultivating eastern Michigan, and based 

its attraction upon the theory that this advertising 

space was to produce primary benefit for Detroit 

dealers. By tying up with their copy, through window 

and counter assistance, it was intimated, profits could 

more readily be secured than through scattering effort 
in support of less favorably known goods. 

“Greeks bearing gifts” may be distrusted, but the 
national advertiser, who spends his funds freely and 
consistently for sales-producing media to support his 
advertising, should be freed from this suspicion. His 
benefits are in proportion to his dealer’s profits; if 
they win, he wins. If his goods are not meritorious, 
all of his ballyhooing will not build business, nor 
keep it. 

There is no doubt about the advantage which his 
wares, as a rule, possess over those of lesser known 
competitors. His products are “popular’; consumers 
ask for them, or identify them readily when offered. 
Their appraisal is influenced by the floods of 
printers’ ink with which the commodity has been 
heralded. Pushing these is, consequently, following 
the line of least resistance, the easiest avenue to quick 
turnover and larger profits. 

Interdependence of producer and dealer is sharply 
emphasized through the value assigned window dis- 
play by the most prominent members of the national 
advertising fraternity. The following list, taken 
from the “Booster,” representing manufacturers “who 
have counter signs, window displays and other aids,” 
should be convincing. Many of these organizations 
are leaders in their respective fields; most of them 
have been long and favorably known. They include: 

Building, Automotive, Hardware and Sport Goods 

Champion Spark Plugs, Devoe & Reynolds Paints and 
Varnishes, Eveready Columbia Dry Cells, Exide Batteries, 
Firestone Tire & Rubber Co., Glassmobile, Gyp-Lap, Houde 
Engineering Corp., Kroydon Golf Clubs, Nicholson Files, 
Pittsburg Plate Glass Company’s Water-Spar Varnish, Po- 
larine, Red Crown Ethyl Gasoline, Simoniz, Sunoco Oil, 
United States Royal Cord Balloon Tires, United States 
Truck Tires, Vacuum Oil Company’s Mobiloil, Watson Sta- 
bilators, Willard Storage Batteries. 

Cigars, Cigarettes and Tobaccos 

Blackstone Cigars, Bull Durham Tobacco, Camel Cigar- 
ettes, Chancellor Cigars, Chas. Thomson Cigars, Chester- 
held Cigarettes, Cinco Cigars, Edgeworth Tobacco, El Verso 
Cigars, Helmar Cigarettes, Humo Cigars, La Palina Cigars, 
Lucky Strike Cigarettes, Manuel Cigars, Melachrino Cigar- 
ettes, Prince Albert Tobacco, R. G. Dun Cigars, Tennyson 
Cigars, Webster Cigars, Wm. Penn Cigars. 

Clothing, Furnishings, Footwear and Dry Goods 
Blue “Moon Hosiery, Endicott-Johnson Shoes, Kleinert 


Rubber Goods, Lingette and Normandy Voiles, Nemo Cor- 
sets, Paris Garters, Rengo Belt Corsets, Scranton Lace, Seal- 
pax, Spur Ties, Thompson’s Corsets, Tower’s Fish Brand 
Slickers, U. S. Rubber Company's Keds, Van Raalte Com- 
pany, Van Heusen Collars. 
Food Products, Beverages and Confectionery 
Baumert Loaf Cream Cheese, Beeman’s Chewing Gum, 
Beatrice Creamery Company's Meadow Gold Butter, Best 
Foods, Gold Medal Mayonnaise and Relish. 
Magazines and Books 
G. P. Putnam’s Sons, Harper Bros., Ladies’ Home Jour- 
nal, Little, Brown & Company, P. F. Collier & Son, The 
Century Company, True Story Magazine. 
Musical Instruments and Records 
Columbia Records. 
Plumbing and Heating 
American Radiator Company’s Arcola .Tanks, Holland 
Furnaces, Peninsular Stove Works, Perfection Oil Stoves, 
Standard Sanitary Plumbing Supplies. 
Photographic Supplies 
Ansco Cameras and Films, Eastman Kodaks. 
Radio Equipment 
Eveready Radio Hour, E. T. Cunningham Radio Tubes. 
Stationery and Office Supplies 
Mabie, Tood & Co. (Swan Pens), Parker Pens. 
Toilet Articles and Drugs 
Adlerika, Aladdin Jar, Allen’s Foot Ease, Armand Cleans- 
ing Cream, Astringosol, Barbo, Baume Bengue, Beecham’s 
Pills, Bellans, Black & White Beauty Creations, Blondex, 
Blue Jay Corn Remedy, Borine, Bourjois Toiletries, Burke’s 
Cod Liver Oil and Iron Tablets, Calocide, Campana’s Italian 
Balm, Carter’s Little Liver Pills, Cheramy Perfumes, Coty 
Cutex, Cuticura, Djer Kiss Face Powder and Double Vanity, 
Doan’s Pills, Dr. Edward’s Olive Tablets, Dr. Pierce’s Medi- 
cine, Dr. Scholl’s Zino Pads, Dr. Simm’s Arch and Ankle 
Supporter, Elizabeth Arden Toilet Requisites, Father John’s 
Medicine, Forham’s Tooth Paste, Freshies, Gets-It, Glo-Co 
Liquid Hair Dressing, Gold Medal Haarlem Oil, Golden Pea- 
cock, Helen Rubenstein’s Valaze Beauty Products, Heneph’s 
Honey and Tar Cough Lozenges, Herpicide, Houbigant, Jap 
Rose Soap, Kolor-Bak, Kotex, L. T. Piver Perfumes, Larvex, 
Lemur Permanent Waves, Leonard Ear Drum and Oil, Lucky 
Tiger, Lifebuoy Soap, Listerine, Lux Toilet Form, Lydia 
Pinkham’s Compound Tablets, Marmola, Maybelline, Mayr’s 
Wonderful Remedy, McCoy’s Cod Liver Oil Tablets, Mello- 
Glo, Moone’s Emerald Oil, Nature’s Remedy, Nestle Lanoil 
Circuline, Norma, Noxzema, Oceon-O, Othine, Pepsodent 
Tooth Paste, Pertussin, Resinoil, Rite-Wate, Sangrina, Ser- 
geant’s Dog Medicine, “666,” Smucker’s Pink-N-White Tab- 
lets, Squibb’s Dental Cream, Sweetheart Soap, Tanlac, Tiz, 
Tona Spaf, V. Vivaudou Products, Veronica Water, Vinol, 
Zemo. 
UNIQUE DISPLAY FOR PIANO WINDOW 
The Knabe Piano Warerooms, Fifth Avenue, New York, 
recently showed a beautiful window display that had as its 
background a draping from the ceiling.to the floor of solid 
black glazed Meritas oil cloth made by The Standard Textile 
Products Co. In the center panel was a cubistic five-color 
poster from the Terry Brooks Studio, New York, who ar- 
ranged this window depicting a merry musical jazz scene. 
At night, with high power reflectors focused on this win- 
dow display, it presented an artistic and unusual effect. 








SUPERIOR ABSORBS INDEPENDENT 
The Superior Brass & Fixture Co., 1427 Carroll Ave., Chi- 
cago, Ill., has consolidated with the Independent Display 
Fixture Co., of that city. The business will be continued 
under the former trade name, A. Copeland being president, 
and A. Kahn manager. 
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A Window That Sold 250 Dozen Hose 
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Baltimore Manager’s Display Caused Such a Furore He 
Had to Install It Twice—Pennsy Trim Akin 


By CHARLES R. ROGERS 


OSIERY went like hot cakes as the result 
of a window installed by C. H. Roberts, 
display manager for Cahn’s Quality shop, 
Baltimore. The occasion was a sale put 
over chiefly by window advertising which 

brought the male population in swarms to carry off the 
bargains that were offered. So great was the pull of 
this spectacular arrangement of stockings and acces- 
sories that 150 dozen were exhausted in the first four 
‘days of the sale, and the demand continued so strong 
that the management decided to try the event over. 


Mr. Roberts against arranged the same trim, bring- 
ing a response in purchasing enthusiasm that sold 100 
dozens during the first day, with calls for merchandise 
still coming in. 

The display consisted of a shadow box three by four 
feet and eight inches deep, with an overall black satine 
background, surmounted by a hand-painted cut-out in 
the center. The hose were shown in fan shape on 
plaques and hose forms with garters as accessories, 
while a single pair of shoes was mounted on forms in 
the center. 

Not unlike was the experience of Davis & Brooks, 
Sharon, Pa., whose displays are supervised by J. W. 
Snedden. This firm specializes in men’s clothing and 
furnishings and makes fitting use of their windows in 
their publicity. Mr. Snedden follows prevailing modes 
closely, gets his merchandise before his public while at 
the zenith of its pulling power, and consequently reaps 
a full harvest for his establishment. One of the latest 
demonstrations of the capacity of his displays was in 





. Roberts’ Hosiery Display That Launched a Record-Breaking Sale for Cahn’s Quality Shop, Baltimore 





The Unostentatious Trim Which J. W. Snedden Found to 
Be a Successful Sales Producer 


connection with a showing of neckwear and hosiery, in 
which conventional styles of arrangement were fol- 
lowed. No circus stunts or glaring placards were in 
evidence, Mr. Snedden resting his case upon his mer- 
chandise wholly and fully. 

The window was changed after three days of main- 
tenance, at which time the inventory of sales disclosed 
purchases of twenty dosen hose and two dozen ties. 
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Making Trophy a Window Sales Help 


Joseph Marshall Finds Loving Cup Award Can Be Used as 
a Means of Creating Store Prestige 


OSEPH H. MARSHALL, display manager 
for the Boersma Co., Chicago, won the 
loving cup offered as the grand prize in 
The DISPLAY WORLD’S 1925 Mer- 
chandising Contest, and its was no mean 

distinction. He had every reason to be proud of this 
ornamental token of proficiency in his vocation. But 
he was not satisfied to fall back upon this achievement, 
and, reveling in past attainments, place the trophy upon 
a shelf at home and adore it in his spare moments. 

~ To Marshall it symbolized other opportunities. With 
thousands of square feet of window space demanding 
his best endeavor, he is constantly in search of ideas 
that will fill their yawning maws with sales-making de- 
vices. Inspiration and the cup came to him simultane- 
ously, and that is why the shiny silver emblem of tri- 
umph was destined to win its spurs as a sales argument 
before it could retire to the sanctity and quietude of 
Marshall’s den. 

Bustling Chicagg spreads out to the south in a long 
stretch of urban territory that sweeps across the state 
below South Chicago and proceeds along the lake shore 
in a continuous, unbroken array. Suburban trains and 
street car lines that ply through this busy industrial dis- 
trict pass ever the corporation line of the city and enter 
adjoining municipalities without recognition of the feat. 
Indiana Harbor, Whiting and East Chicago, rise in 
quick succession, merging into each other without visible 
points of division. It is in South Chicago that the 


Boersma store is located, ten miles from the “loop,” 
that hive of activity, downtown, in which most of the 
great mercantile houses are crowded, belted in by the 
elevated railway. It caters to a dense population that 
lives, buys, goes to church, and attends the theatres of 
the section as consistently as do the loyal boosters of a 
small prairie town. For Chicago, proper, is but the re- 
sult of that amalgamating process which is noted today 
the Calumet where the relentless advance of industry 
is wiping out civic boundaries to create a midwestern 
metropolis of unparalleled dimensions. 

Windows here must exert a potency even greater 
than in the downtown region for the identity of the 
store and its ability to compete with the ‘“‘loop”’ institu- 
tions must be demonstrated and maintained against the 
handicap of the “loop” advertising barrage. 

Mr. Marshall’s resort to the spectacular is_ the 
natural consequence of the situation. Confronted with 
the need for aggressive display, his windows have 
labored manfully to fulfill their duties, and his ability 
to derive inspiration from communal events and rela- 
tion with national advertisers has been the major factor 
in their effectiveness. 

When the judgment of competent critics gave to 
Mr. Marshall first honors in window merchandising, 
this accomplishment was a matter of interest to the en- 
tire community, stamping a leading business house as 
pre-eminent in its service qualifications and knowledge 


of its field. 





The DISPLAY WORLD Prize Awarded Mr. Marshall Made the Magnet of a Boersma Co., Chicago, Merchandise Trim 
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It was a feat to be shouted from the housetops, fig- 
uratively and concretely from the store windows. And 
this is exactly what Marshall did. Producing a mer- 
chandise display that offered the establishment’s patrons 
all that the discreet buyer could ask, he clinched his 
claim for the Boersma Co. with a display of the cup. 

Yo the passer this demonstration brought the reali- 
zation that he was gazing at the handicraft of a master 
of his profession, and that the goods on which his gaze 
rested were offered by a firm which must be as alert 
and farsighted as this member of its staff. 

This is the reason why the “DISPLAY WORLD 
TROPHY” is not yet on the retired list. In Marshall’s 
possession, it will not be a hoarded treasure; it will be 
used to marshall interest for Marshall as long as human 
interest can be accrued through it. 


Display Session at Ad Conclave 


Departmental Meeting of Window Display Body to 
Parallel Convention of Advertising Clubs 


By FREDERICK L. WERTZ 
Secretary, W. D. A. A.. New York City 


N interesting window display meeting will be a 
feature of the annual convention of the Associated 
Advertising Clubs of the World at Philadelphia 
this month. This constitutes the departmental 

session of the Window Display Advertising Association, 
opening Tuesday morning, June 22, under the chairmanship 
of F. C. Kenyon, maanger of sales promotion, Congoleum- 
Nairn, Inc. 

The program is as follows: (1) “Push vs. Pull in Win- 
dow Displays,” by Herbert W. Hess, Ph. D., professor of 
merchandising, Wharton School, University of Pennsylvania ; 
discussion. (2) “Farm Market Window Displays,” by E. J. 
Parsons, formerly with J. Walter Thompson Co., now direc- 
tor of merchandising, Standard Farm Unit; discussion. 
(3) “Building a Business With Window and Store Displays,” 
by Samuel C. Dobbs, former president of Coca-Cola Co.; 
discussion. 

This constitutes a very strong program and a very valu- 
able contribution to knowledge of this growing phase of 
modern sales promotion, and it is urged that all attending 
the convention arrange to participate. The discussions will 
prove valuable to all seeking a greater acquaintance with 
recent experiences and methods in window and store display. 

Another window display feature will be the official ex- 
hibit of the Window Display Advertising Association. This 
will occupy one of the large rooms at Houstal Hall, where 
the International Advertising Exhibition will be shown. 
Three modern display windows will be constructed, and each 
will be trimmed with representative displays for national 
advertisers, selected from photographs of the best examples 
of window displays employed in dealers’ windows. These 
windows should show strikingly the power and value of the 
proper use of dealer windows as advertising media. 


FLASHING PLUGS FOR WINDOW DISPLAYS 

The Presto Products Co., 128 East Twenty-third Street, 
New York City, after months of experiment have produced a 
new flashing plug that they claim more compact, better con- 
structed, gives longer service, and is sold at a better price. 
Exact measurements of the Presto plug is 2%4 inches deep 
and 114 inches wide. An illustrated booklet will be sent upon 
request. 








PRIZE WINNERS IN MURDISON CONTEST 

The Murdison Co., Inc., 316 North Michigan Avenue, 
Chicago, conducted a contest recently for best window dis- 
Plays in which their product, “Anaglypta,” was used. H. L. 
Braudis, with Meekins, Packard & Wheat, Springfield, Mass., 
Won first prize in Class A in towns over 50,000. J. M. Gil- 
bert, with Rosenthal’s, Beaumont, Texas, won first prize in 
Class B for towns under 50,000. - 


THE DISPLAY WORLD 








‘A New Glass 
Color-Lite 


Get better e 
effects from your \Q 


color lighting with 
the new “Pittsburgh” Glass 
Color-Lite. Made of same 
glass used in railroad signal 
work. Colors will not fade. 
Glass is heat-resisting and 
will not break. It is not af- 
fected by moisture—cannot 
shrink or wrinkle. Gives a 
pronounced “spot” of color. 
ery neat, attractive and 
convenient. Price of each 
color (red, blue, green 
amber), $3.00. Price 
“Pittsburgh” Window - Spot 
as shown above with Color- 
Lite, $13.00. 


Pittsburgh Reflector Co. 
; 304 Ross St. 


oklet— 
“Show Window Lighting” 
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if Accessories T |i 
for Better Window Displays 
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7 
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4 
> 
| Make Your Window Attractive With |, 
: 
Artificial Flowers Glass Shelves Spot Lights 4 
b| Artificial Fruit Glass Heel Rests Strip Lights 
, Baskets Grass Mats Stix-Wel Glue 
Background Papers Metalline Draping Tinsel Flitter ‘ 
, Borders Cloth Thumb Tacks 
> Bilt-Wel Board Pedestals Valances 
Birch Bark Strips Papier Mache Velours ) 
, c Novelties 7 
ard Holders ; , Velour Papers 
. ? Price Tickets ie j 
5 Chenille Roping Plush Vines 
Color Attachments R a = Wood Carvings ? 
{ Flood Lights hematin Wood and Metal 
, F hee Revolving Tables Fixtures 
oot Liglits : a: 
Gelatine Scenic Paintings Wrought Iron ; 
Show Cards Stands 
Glass Stands § 
4 
Spring Catalogue No. 41 Now Ready 
q 
2 | ; 
Doty & Scrimgeour Sales Co., Inc. 

4 
rt} 148-152 Duane Street New York 
Phones: Whitehall 2737-2738 
“Everything for Better Window Displays” | 
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Originality--A Sesame for Displaymen 
The Road to Advancement Lies Through Development of 


Initiative and Avoidance of the Mechanical 


By E. J. SHORT 
Display Specialist, Danville, Va. 


EMEMBER when you were a kid in school, you 
learned in your physiology that the brain is divided 
into two sections—the cerebellum and the cere- 
brum. The cerebellum looks after the physical 

or muscular department of our being, while the cerebrum is 
the seat of our purely mental operations. 

The cerebellum also has some very wonderful functions, 
being the headquarters of the subconscious mind; but for 
the present purpose the only fact to remember concerning 
the cerebellum department of the brain is that it is the con- 
trol station of the involuntary muscular actions of the body. 

It shares the control of some of the muscular actions 
with the cerebellum, the thinking department, such as breath- 
ing, which we do both consciously or unconsciously ; but some 
others it controls alone, such as the beating of the heart. 

Stated simply, the cerebellum is the “doing” control 
station, situated back of the ears; the cerebrum is the think- 
ing station situated in front of the ears. 

Among the rock-ribbed, moss-encrusted axioms of sure- 
fire success dogma are, “Use your head” and “A man is 
worth two dollars a day below his ears and no limit above.” 
So we all and singular set out to “use our heads.” But nine 
out of ten of us use the wrong part of our heads. We de- 
velop the doing part of the brain instead of the thinking 
part. Let us note one or two examples: 

Here is a mighty engine squatting on a cement foundation 
in the midst of a great power house. It is covered all over 
with mysterious and intricate jiggers and contraptions. Some 
of them whirl around at dizzy speed, some move slowly for- 
ward a little, give a click, and then go back and do it over 
again. There are all sorts of screw-cocks and gauges and 


dials, and goodness knows what else. It is a mighty for- 
midable and mysterious looking affair. Surely the man 
who can make that giant brute do his ‘bidding must be some 
man. 

It must be a very wonderful thing to know what all those 
things mean and do. It must take a heap of knowledge and 
courage, too, to turn one of those mysterious cocks. Maybe 
the pointer on one of those dials is pointing right now 
straight at disaster. We had better come away. 

And then comes the master of the brute. He turns all 
sorts of handles, reaches into places with his whole arm 
without even a thought of getting it pinched off, feels places 
that look hot as blazes, and stands right under a ton of 
moving metal that surely would come down and smash us if 
we tried it. 

Let’s look at this wonderful creature. Disillusionment! 
He is just an ordinary looking chap in overalls. Indeed, if 
we were to be perfectly candid, we might classify him as 
being more on the “dub” order than any other. We look 
him up and find that he makes a very modest salary, lives 
on a very ordinary street, and, while undoubtedly a useful 
and respectable member of society, will “never set the river 
on fire,’ as the saying is. 

Yet it took him a long, long time to learn all about the 
great engine; years elapsed before he was trusted alone 
with it. In all those years, and this is one of the most im- 
portant facts that can be learned, this man never put forth 
one single ounce of mental effort. 

He exercises not an ounce of mental effort now. The 
patient, tireless, mechanical part of his brain, the cerebellum, 
that remembers every minute throughout a long lifetime to 
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A Timely Window Setting for a Hosiery Display Designed by Mr. Short 
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Write 
for 
Prices 
and 
Terms 


. 5102— 6” Shoe Display Stand. 
. No. 5129— 9” Shoe Display Stand. 
3. No. 5130—12” Shoe Display Stand. 
. No. 5131—15” Shoe Display Stand. 
5. No. 5144—Shoe Top for Pat. Dis. Stands. 
5 . 5139—9” Patented Display Stand. 
. No. 5125—Small Heel Rest. 
8. No. 5146—Card Holder. 
. 5140—12” Pat. Display Stand. 


NOT THEMSELVES 













10. No. 
11. No. 
12. No. 
13. No. 
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No Wear and Tear on These 


JEANNETTE GLASS CO. 


14. No. 5091—15” 
15. No. 300012" 
16. No. 5089— 9” 
17. No. 5088— 6” 


Display Fixtures Should Display Merchandise 


The Display Fixtures shown are carried in open stock and are packed to order. 


51414%4—14” Round Top. 

5140%.—12” Round Top. 

513914—10” Round Top. 
514414—Conf. Top for Pat. Dis. Stand. 
Display Pedestal. 

Display Pedestal. 

Display Pedestal. 

Display Pedestal. 

. No. 5143—Oval Top for Pat. Dis. Stand. 


A Few 
Choice 
Territories 
Open 
for 
High-Class 
Repre- 
sentation 


Jeannette, Pa. 
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_] Air Brushes 
{] Animated Signs 

_ Art Prints and 

Reproductions 

(] Artificial Flowers 

O Artificial Snow 

[] Art Screens 

(] Art Studies 

|] Backgrounds 
(] Background Coverings 
{] Books on Cardwriting 
_] Books on Display 

] Books on Draping 

(] Booths and Floats 

|] Brushes and Pens 
0 Cabinets—Revolving 
[] Card & Mat Board 
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FOR MERCHANTS — DISPLAYMEN ~ ADVERTISERS 


SERVICE BUREAU 


The DISPLAY WORLD will be glad to supply the 
latest authentic information about anything in the dis- 
play line in which you are interested. 
find your needs listed on this blank, write a separate 
If we do not have the information you want 
on file, we'll find out for you. 
incomparable service facilities without cost or obliga- 


(| Card Writers’ Materials (J) Flags and Banners 


If you do not 


Avail yourself of our 


[] Cash Carriers 

[] Chairs and Seats 

CL] Color Lighting 

CL] Counters and Shelving 

(] Crepe Papers 

[] Decalcomania 

(] Decorative Papers 

[1] Display Furniture 

() Display Forms 

_] Display Racks 

(] Dividers—Show 
Window 

1] Drawings and Paintings 

(] Drawing Boards 

[] Exhibit Displays 

1 Fabrics and Trimmings 

C_) Fixtures 


_] Hammers—Window 

_] Lamp Coloring 

(] Lithographed Displays 

1) Lighting and Equipment 

(] Natural Foliage 

] Pageants and Exhibits 

[] Papier Mache 
Specialties 

(_] Plaques (Window) 

C] Plastic and Composi- 
tion Pieces 

C1] Plushes and Velours 

[] Price Cards and Tickets 

C] Price Ticket Holders 

CL] Reflectors 

L] Revolving Display 
Tables 

1] Screens (Background) 

_] Socks—W indow 

[] Show Cards 

[] Show Card Schools 

(] Show Card Service 

(] Show Card Supplies 


(] Show Cases 

| Show Case Lighting 

C1) Signs and Card Holders 

C] Signs—Brass and 
Bronze 

[1] Signs—Electric 

[] Signs—Wood Letter 

[] Stencil Outfits 

[] Stock Posters 

C] Store Designing 

L) Store Fronts 

(] Time Switches 

L_) Valances 

[] Wall Board 

_) Wax Forms and Figures 

(] Wickerware Specialties 

_] Window Display Service 

{] Window Drapes 

_] Window Lighting 

_] Window Shades 

[] Window Trimming 
Schools 

[] Wood Carvings 


(] Do You Plan to Remodel Your Store Soon? 
[] Do You Plan to Build a Store Soon? 


Mail to 
THE DISPLAY WORLD 


Cincinnati, Ohio 
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A Setting by Mr. Short Pulling Fountain Trade While Furthering Other Drug Features 


tell the heart to beat, has learned all about that engine for 
him. It tells his hands just what to do; he is conscious of 
what hisehands do, of course, but the motive power is purely 
automatic. 

“Well, how did the doing part of his brain learn to do 
all this, if not through the conscious thinking part?” you 
may ask. 

It learned in “repetition,” that pitfall on the way to suc- 
cess. Our man “learned by doing.” He sets the facts con- 
cerning that engine in a sort of mental cement in the back 
of his head, where they now operate just as mechanically 
as the engine itself. He has done something that anyone 
else possessed with the same industry and native intelligence 
can do; he is just as much a machine as the engine is. 

The engine gets just enough of steam or gas or oil, or 
whatever it is that keeps it going, and he also gets just 
enough money to keep him going. 

The above illustration can be applied to a great number 
of displays. They are the work of experience; their con- 
struction, like many others, is purely automatic and re- 
quires no great amount of mental effort. It is simply a case 
of taking one window out and throwing another in. And 
what does it get the displayman? Nothing! As Goldberg 
would say, “It doesn’t mean anything.” 

Why not get out of the mechanical class and use our 
heads to create the unusual, business-getting displays that 
really count? 

The twenty-ninth annual I. A. D. M. convention is a good 
place to get the “old bean” started on the right think track. 





SPOKANE HOUSE DOUBLES FRONTAGE 

Purchase of two new buildings which will be remodeled 
to harmonize with the present store structure has been an- 
nounced by John W. Graham & Co., Spokane, Wash., depart- 
ment store. The new units adjoin the store, and, when over- 
hauled, will constitute an integral part of the establishment. 

By the addition of the space contained in these structures 
the Graham Co. doubles its front facing First Street, add- 
ing fifty-five feet to its present holding. Floors will be 
lowered to conform with the heights prevailing in the store 
and interior changes will be marked. When completed the 
new store rooms will house several departments now severely 





jn ee 


restricted for space and will give an opportunity for better 
merchandising. 

The Graham Co. is the product of the business founded 
by its president John W. Graham in 1899, immediately after 
Spokane’s memorable fire. Beginning business in a tent, 
without assistance or need for any, Mr. Graham made steady 
progress, ultimately organizing his present company, an or- 
ganization that is keeping pace with the city growth, which 
is a task of no mean proportions. 





. She Had to Show Variety 


What a Milliner Learned by Hard Experience 
. About Interior Display 


P in Toronto there is a little millinery shop that 
has been expanding year by year and gaining 
popularity with each succeeding season. Thirteen 
years ago, its owner, Madame Antoinette, some- 

what tremulously launched the little business, and, despite 
relative inexperience and assets that consisted chiefly of art 
training, has -succeeded in creating a clientele that echoes 
her praises from Montreal to Winnipeg. 

Yet her success has been achieved in the face of con- 
tinued violations of principles commonly believed essential 
to good business. She has never spent a cent for adver- 
tising; she never holds an opening event. She doesn’t even 
keep a mailing list. “But we are constantly changing our 
displays,” she declares. 

The very best of merchandise, every hat hand-made, 
every model exclusive, she has three good reasons for favor, 
but she has accentuated these by keeping a constantly 
changing spectacle of new bonnets proceeding through her 
windows and from interior displays into the hands of her 
patrons. One of her experiences is worth noting: “When 
I started into business I had some very lofty ideas,” she 
admits. “Many of them I have since discarded. For in- 
stance, I thought that a millinery showroom should be 4 
salon with not more than a half dozen hats in view, all of 
one range of color. But I soon learined that most people 
like to see an assortment, and among a variety they often 
find a model that appeals.so-strongly that they buy it, 
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Window Display, Poster and Show Card 
Experts Do More and Earn More by using 


THE INTERNATIONAL 


CUTAWL 


Men in the intensely fascinating business of producing Window 
Display backgrounds, cut-outs, posters and signs—surely 
KNOW the importance of SAVING TIME. 

Inasmuch as the CUTAWL is essentially a time and labor- 
saving machine, it is a practically indispensible unit of equip- 
ment in every efficiently operated studio or Window Display 
Department. 

By using it in YOUR work you will be better able to DO 
MORE original and profitable work. By DOING MORE you 
pgs will be able to EARN more.. That’s the secret of 
all success. 


Let us send you a CUTAWL on 15 days’ trial. Address 


THE INTERNATIONAL REGISTER CO. 
13 SOUTH THROOP STREET CHICAGO, ILL. 
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Now you can make good signs quickly ! 
Wehave devised cut-out alphabets using the latest styles 

of lettering . Each letter in the series has been specially de ~ 

. signed by lettering artists insuring consistently good design. 


‘ } A e e 
Hz Our self-aligning feature ( PATENT PENDING) enables you 
to outline signs sposters perfectly in a few minutes. 


INEXPENSIVE SIMPLE EVERLASTING 


M.S.NAIMARK a see ‘ 
IZ21 EAST Z3r0STREET, NEW YORK,NY. 
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No. 3U Shoe Display Unit Consists of: 


2 DOUBLE PEDESTALS 13 SHOE STANDS 
1 PLATEAU 2 HEEL RESTS 


Carried in Stock for Prompt Shipment in Quincy Walnut Finish 


» | $67.15 








Other Sets and Individual Display Fixtures in 
Twelve Distinctive Designs—For all Classes of 
Built of Genuine Walnut—Finished With Lacquer. Merchandise-—-At Correspondingly Low Prices. 


Weighted Bases—Metal Connections—Interchangeable i 
Tops. Write for Catalogue No. D80 


QUINCY SHOW CASE WORKS .:. Quincy, Ill, U.S. A. 
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THE DISPLAY WORLD MONTHLY PICTORIAL REVIEW 


Top Left, Jay Riet, Chas. Tranckla Co., Grand Rapids, Mich.; Top Right, Geo. F. Tibbetts, Forbes & Wallace, Spring- 
field, Mass.; Top Center, Left, Louis Sitner, Boylan-Pearce Co., Raleigh, N. C.; Top Center, Right, R. B. Cox, C. W. 
Klemm, Inc., Bloomington, Ill.; Lower Center, Left, G. H. Wagner, Denecke’s, Cedar Rapids, Iowa; Lower Center, Right, 
R. H. Longenbaugh, Eagle Store, Chicago; Bottom, Left, C. S. Nichols, R. H. White Co., Boston, Mass.; Bottom, Right, 
Delmer M. Tice, Dils Bros. & Co., Parkersburg, W. Va. ‘ 
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THE DISPLAY WORLD MONTHLY PICTORIAL REVIEW 


Top Left, Craig Embree, S. C. Donelan Co., Ottumwa, Iowa; Top Right, C. A. McKenna, The Buckeye Store, Coshocton, 

Ohio; Top Center, Left, F. J. Elsaesser, Buffum’s, Long Beach, Cal.; Top Center, Right, C. H. Barton, Newcastle Dry 

Goods Co., Newcastle, Pa.; Lower Center, Left, W. W. Yeager, Walb, Griesheim & Sons, Bloomington, Ill.; Lower Center, 

Right, H. H. Hawkins, J. R. Millner Co., Lynchburg, Va.; Bottom, Left, Wm. Scharninghausen, Bon Marche, Seattle, 
Joseph T. Hurley, Owl Drug Co., Los Angeles, Cal. 
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LESCH 
ARTS 
NEW YORK CITY 


RUDOLF 
FINE 
225 FIFTH AVENUE 


SHIP MODELS 


HE above model is the “Halfmoon,” Eric Hud- 

son’s famed ship. It is size about 17” x18”, 
and the price is thirty dollars. We have a number 
of other models ready for immediate delivery, in- 
cluding the “Santa Maria,” the “Mayflower,” and 
an American Clipper ship. 
All of these make fine window displays, and fit in 
admirably with many decorative schemes. The 
present favor that ship models are enjoying, make 
them attraction pieces everywhere, and if you care 
to sell the models used for window display, we 
will give you a dealer’s discount. 
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ONLI-WA Again Demonstrates 
Its Originality in the 


New Spanish Renaissance Design 


DISPLAY FIXTURE 


which has just been brought out. The beautiful 
and graceful lines of these fixtures and the ex- 
cellent workmanship are your assurance of 
multiplying the sales-getting ability of your 
displays. 








The 
will give 
quality of 


two pedestals illustrated 
you ‘an idea of the 
this new design. 


Illustrated Catalog No. 12 on Request! 


The ONLI-WA Fixture Co. 


Dept. D. W. 


Reg. U. S. Pat. Off. 


ST. PAUL AVE. DAYTON, O. 
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Window Selling Becomes A Reality 


Through Use of “Night Order’ Los Angeles Cloak 
Display Clinches Desire 
By B. E. SHERMAN 
Manager, The Paris Cloak House, Los Angeles, Cal. 

TTENTION, interest and desire are ad- 
mittedly produced in sequence by the well- 
planned window, but with the majority of 
establishments the buying mood created can 
not be capitalized at once. The buyer makes “her” 
decision in the evening when the store is closed and 
the attractiveness of the wares must be great enough 
to sustain this decision until at least the following 
day. That this delay causes the loss of a high per- 
centage off sales is a fact that is conceded by the 
average Tetailer who assuages his grief over the con- 
tion by whatever balm may be obtained from the 
excuse that no practical means of offsetting the ob- 

stacle of a closed door has been devised. 

This situation, like many other problems difficult 
of solution, can be met. An effort in this direction 
has been made in our organization which has already 
produced satisfactory results and points the way to 
more resourceful handling of window merchandising. 
This is the consequence of, our “night order.” 

The “order” is a very. simple little blank, 4% x 3% 
inches, reading as follows: 





NIGHT ORDER 


THE PARIS CLOAK & SUIT HOUSE 
Los Angeles Cal. 


Name..... 
Address . 
City.. 
Item Wanted _ Nine 

















The writer often noticed groups of women look- 
ing in our windows after the store had closed and 
frequently heard remarks to the effect that “I would 
get one of ‘them’ right now if I could.” Thinking 
this matter over and realizing that if the speaker 
could make the purchase on the spot she probably 
would, whereas, if she left the window and wandered 
around the business district seeing other displays, 
both the thought and the desire would be dissipated, 
we devised a series of cards which we placed in the 
windows, lighted at the tops, and reading, respec 
tively: 

“Of course, the store is closed, but we are at your 
service day and night. If there is anything in the 
window you would like to have, fill out the ‘Night 
Order” at the door and it will be sent to you in the 
morning.” 

“What is there in this window you would like us 
to send you? Fill out the ‘Night Order’ blank at the 
door and it will be sent to you in the morning.” 

“To the busy office workers who cannot do their 
shopping throughout the day: Just tell us what you 
would like to have us send you from this window. 
then fill out the ‘Night Order’ blank and you shall 
have it in the morning.” 
The results of this innovation have been surpris 

ing. From the first, the volume of orders obtained 
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June, 1926 THE 
has been pleasing and the sincerity of the purchaser 
has been attested in a high percentage of cases by 
checks attached to the “Night Order” to guarantee 
that the apparel ordered would be sent. 

The success of this system is due in a large meas- 
ure to the active cooperation of our window display- 
man, Mr. Wesley Gross, who finds this system a 
check-up on the attractiveness of his installation, and 
who at all times in very close to the writer. 

Summing this whole matter yp, it is simply a ques- 
tion of capitalizing at the instant a desire on the part 
of a woman to buy something that she likes very 
much, and this little system affords an outlet for that 
desire. 





Window Bureau Reorganization 


Associated Local Bodies Become Stockholders in 
the New Corporation 


SSOCIATES of the Window Display Installation 

Bureau from all sections of the United States met 

at the Hotel Metropole, Cincinnati, Ohio, May 15, 

and completed a deal for the purchase of the busi- 

ness from George Altman, who has been president of the 

bureau since its inception, and proceeded to incorporate the 

business with a capital stock of $25,000, under the laws of 

the state of Ohio. The new firm is known as the Window 

Display Installation Bureau, Inc, and headquarters will be 

maintained as before at 22-23 Pickering Building, Cincin- 
nati, Ohio. 

The volume of work handled by the Bureau in the past 
year and a half made necessary a definite program of ex- 
pansion, and it was decided that this could best be handled 
under an incorporation. By making the associates represent- 
ing the bureau in various cities throughout the country a 
direct part of the business, it was believed a higher degree 
of efficiency would be attained. 

A definite program was laid down for the conduct of the 
work this year, and many ethical problems discussed by the 
associates in attendance. The board of directors chosen by 
the new stockholders includes the following: W. A. Stark, 
Display Advertising Service, Kansas City, Mo.; R. V. 
Wayne, Detroit Window Display Service, Detroit, Mich.; 
N. H. McDonough, Flint Display Service, Toledo, Ohio; S. 
VY. Hensal, Hensal Distributing Co., Akron, Ohio; S. J. 
Hanick, Reuben H. Donnelly Corp., Philadelphia, Pa.; W. 
G. Vosler, Window Display Service of Southern Ohio, Cin- 
cinnati, Ohio, and George Altman, F. Altman & Son, Colum- 
bus, Ohio. The incorporation laws of Ohio require that 
four directors of the corporation shall be from that state. 

The directors are to meet again during the month of June 
to elect officers for the ensuing year. Clyde P. Steen, of 
Cincinnati, who has been sales manager, will continue in the 
Saine capacity with the new bureau, his title being changed 
to that of business manager. It is planned to establish 
branch offices in Chicago and New York as soon as possible. 
The headquarters in Cincinnati will be greatly improved 
and enlarged, and the auditing and bookkeeping departments 
of the bureau, which have heretofore been located at Colum- 
bus, Ohio, will be moved back to Cincinnati and consolidated 
with the bureau headquarters. 

The report of the sales manager on the number of dis- 
plays handled through the bureau since it actually started 
Installations in May, 1925, was gratifying to the associates 
of the new incorporation, and indicated with concerted effort 
that this business could be gradually increased. The Bureau 
Now numbers among its clents some of the best known na- 
tonal advertisers covering the drug and grocery fields. Con- 
tracts are accepted from national advertisers for the installa- 
ion of their window displays on a national basis, covering 
4 wide range of territory, or on a territorial or district basis. 
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LIGHT of QUALITY in 
the Show Window is equally 
as important as merchandise 
of quality in the store. Both are 
great factors in attracting customers 
and making sales. 









That is why Show Windows lighted 
with Sterling STIPPLE Reflectors pro- 
vide the display with many worth- 
while advantages that are sure to re-act 
profitably because of the better lighting 
facilities employed. 


If you want your Window Displays to 
be distinctively different, pleasingly at- 
tractive, and exceptionally effective, 
light them with Sterling STIPPLE 
Reflectors, the light of QUALITY. 







Reflector & Illuminating Co. 

Representatives in all Principal Cities 

1403 Jackson Boulevard 
CHICAGO, ILL. 
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N my youth” says 

Carroll S. Nichols, 

Display Manager 

for the R. H. White 

Co., Boston, “I 

possessed a great desire to be- 
“come either a sculptor, artist, 
actor, or author. All of these 
vocations call for a vivid imag- 
ination, an appreciation of types 
of individuality and a delicacy 
and finesse competent to com- 
prehend and interpret the suble- 
ty of form and_ character. 
Later, as I became more familiar 
with things theatrical, the posi- 
tion of stage manager interested 
me extremely, especially in 
musical comedy where tableaux, 
groupings and ensembles of 
principals'and chorus people are 
used to create artistic effects. 
From this field it was no great 
step into the display world, with 
its replica of the stage and 
proscenium in the show window. 

If you are telling a story 
with merchandise, here is the 
chance to dramatize your sub- 
ject. Your mannikins are your 
players (and ofttimes interpret their roles more will- 
ingly and satisfactorily than flesh and blood models). 
All of the zest of the theatrical surrounds the formula- 
tion of a new window idea. There is a genuine thrill 
in originating decorative embellishments; the settings 
for my “stage” are not my only outlets for initiative. My 
cast can be “built to order.” For instance, in a recent 
display, the mannikins used were fashioned after my 
own plans and I had the pleasure of watching the studio 
bringing them into form; I selected the hair and the 
eyes, dictated the poses, the attitude of the head, arms 
and body, and worked with the sculptor and artist to 
achieve a graceful result. 

It is interesting and gratifying to realize that the 
art of mercantile display is coming into its own, that 
it is winning appreciation from the merchant, advertis- 
ing manager, the passers-by, the world in general as 
well as approval from various art centers. We realize 
this is true, especially after twenty years in the work, 
so it seems unnecessary to quote statements as illus- 
trations. 

I do not believe a displayman can become a real suc- 
cess regardless of how much time and mechanical train- 
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CARROLL S. NICHOLS 
Display Manager, R. H. White Co. 
Boston, Mass. 
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Who They Are and What They Say 


No. 23—CARROLL S. NICHOLS, Boston, Mass. 
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ing he may have acquired unless 
he possesses, to a certain extent, 
an individualism and _ artistic 
temperament that springs from 
within him, and if so, is sure 
to be recognized, but he must 
be shrewd and intelligent enough 
to distinguish between temper 
and temperament, individuality 
and, selfishness. There is a very 
practical side to display work, 
fully as important as its artistic 
attributes. 

Certainly, one should not 
forget that the merchandise is 
the most important item to con- 
sider, and should never over- 
stress decorative features at the 
sacrifice of sales appeal. The 
principal considerations to be 
given a window trim are, selec- 
tion of merchandise, color har- 
mony, set-up, neatness and then 
the psychology of the display 
as a whole. 

Don’t be a “copy-cat.”” While 
the world probably can use both 
originators and copyists, try to 
be original, and don’t stage 
“stunts” windows until you are 
out of ideas and your firm can’t appreciate even your 
best work because you have served them with only 
French pastry and confectionery. They like a good 
substantial “corned-beef and cabbage” display once in 
a while and are, therefore, better able to appreciate the 
sweetmeats later on. 

If one has a yearning for the artistic, a craving that 
seeks an avenue of expression, and to this is added will- 
ingness to dabble in the fundamentals of a wide variety 
of trades, there are possibilities for him in the display 
field.” 

Mr. Nichols declares that the reproach which is 
stamped upon the unfortunate dubbed a “jack of all 
trades” becomes an indication of ability when applied 
to the displayman. In no other vocation, according to 
his views, is versatility so desirable nor so necessary. 

Viewing the window as a stage on which are depicted 
scenes from all times, he assumes that the stage manager 
must have at his command a knowledge of costuming, 
architecture, and the atmosphere of social life of the 
era pictured that will ring true when submitted to the 
test of the most critical observer. This calls for more 
than ordinary exertion in gathering data. 
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Exposition of Display Principles Joined with 
Recognition of Members’ Triumphs 


By FRANK P. TAYLOR 
Display Manager, W. L. Douglas Co., Boston, Mass. 


PRINGFIELD (MASS.) displaymen have just held 

their second annual banquet, using the event as a 

means of commemorating some of the successes 

which their members have attained during the 

vear. David A. Morey, an instructor at Boston University, 

and widely known as an expert on display work, was the 

principal speaker of the evening. In the development of his 

theme he declared that the three chief principles of display 

were repetition, variety and unity. He also distinguished 

four types of display, including sale display, institutional 
display, artistic and educational displays. 

Edwin J. Niles, of the Retail Men’s Association, who 
spoke briefly, lauded the efforts of displaymen’s conven- 
tions and the Chamber of Commerce to improve the quality 
of window displays. 

The diners seized the opportunity to honor George F. 
Tibbets, Abraham Cohen, C. S. Donahue and Arthur Har- 
per for prize-winning windows installed during the past year. 
Robert S. Feldman, president of the club, spoke briefly. 
Resolutions of condolence were adopted for the family of 
Morgan Otis, a deceased member of the club, after which 
a table lamp was presented to George Tedeschi, who is to 
be married soon. 


DAYTON CLUB VERY ACTIVE 

The Dayton Association of:Display Men, Dayton, Ohio, 
is carrying out an unusually active program, which is ade- 
quately reflected in its large membership. Nearly 100 per 
cent of the displaymen of that city has been enrolled and 
their interest is being maintained by a consistent carrying 
on of the club’s work. Semi-monthly meetings are held at 
the Y. M. C. A., where an elaborate dinner is served, fol- 
lowed by routine business, educational work and entertain- 
ment. The officers are: F. Schnebly, Bert L. Daily, presi- 
dent; Ed Jenkins, Boston Store, vice-president; Carl Comer, 
Bond Clothing Co., secretary-treasurer. 

Recently a specially prepared program was conducted at 
the Y. M. C. A., to which an entire evening was devoted. 
All phases of merchandise display were discussed and a 
record-breaking attendance was attracted. The scope of this 
meeting may best be observed from the program, which fol- 
lows: Songs, mass singing, under direction of Charles Hol- 
land, The Elder & Johnston Company; address of welcome, 
Forest E. Winchel, Y. M. C. A.; demonstrations, modern 
window displays, Everett W. Quintrell, The Elder & Johns- 
ton Co.; groceries, Lester Ganglauf, W. L. Oelman Co.; 
candies, Insco Williams, De Luxe Studios; address, “Better 
Displays, Better Business, Better Cities,’ Charles Reiling, 
president Retail Merchants’ Association; demonstrations, 
men’s clothing, Carl Comer, Bond Clothing Co.; men’s fur- 
nishings, Eugene Cowgill, Hamiel Hat Co.; counter displays, 
hosiery and chinaware, discussed by Charles Reiling; correct 
display, Ed Jenkins, Boston Store; incorrect display, Allen 
Barber, Outdoor Service Co.; demonstrations, hardware, Al 
Keve, G. W. Schroyer Co.; cigars, B. A. Bloemer, M. J 
Schwab Cigar Co.; address, “Selling Through .the Shov 
Window,” S. C. Davis, secretary Retail Merchants’ Associa- 
iotn; demonstrations, special display, Mothers’ Day, H. Peel. 
ing, Adler & Childs Co.;-drugs, Russell Schaeffer, Gallahe: 
Drug Co.; demonstrations, show card writing, L. F. DeAutre- 
mont, Fogerty Mfg. Co.; yard goods, Claude Gehring, The 
Rike-Kumler Co.; shoes, C. Nisuis, Meyers Shoe Co.; ad- 
dress, “Window Lighting That Pays,” E. S. Nonneman, The 
Dayton Power & Light Co.; musical review under direction 
of Miss Kane, Retail Selling School. 


NOW ROSS-KROWER COMPANY 
Ross-Krower Co. is the new name of the Eastern repre- 
sentatives for the Scene-in-Action Corporation, and their ad- 
dress still remains as formerly, 17 West Forty-second Street, 
New York City. 
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Springfield Club’s Annual Banquet 











For the 
Summer Time 


A New Seasonal Fabric 


VELOREEN 


Brocaded and Plain 
36” Width 


808 


Ask For 856 
861 


830 
Very Lustrous Colors. 











At All Times We Carry a Complete 
Line of Plushes, Velours, Tapestry 
Panels and Other Needed Fabrics. 


WINDOTRIM FABRICS, inc. 


36 East 21st Street New York City 
NOTE OUR NEW ADDRESS 


“Specialising in Fabrics for the Display Man” 




















Illustrated is a camouflage Window Box, filled with Geranium 
Sprays, Begonia Plants, Sedium Sprays and Ivy Vines. 


No. 2158, 38x24 inches, complete $6.50 


For ORIGINALITY and 
ARTISTRY 


Mother Nature still holds her own. Nothing is more 
appropriate for window or interior decorations than 
the beautiful products of her magic hand. 


Our line of artificial flowers, natural prepared palms, 
plants and trees, are perfect reproductions of Nature’s 
own, and embrace those items most suitable for deco- 
rative work. 


Convince yourself by sending 
for free colored Catalogue No. 2 


FRANK NETSCHERT, Inc. 


61 Barclay St., New York, N. Y. 
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Important 
Announcement--- 
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Window Spotlight 


Reduced in Price! 


$9.99 


with color-screen and five gelatine 
colors complete, $12.50. 
























There are many good reasons besides 
low price for the ever-increasing de- 
mand for Sun-Ray Spotlights and 
Floodlights. 


We will gladly tell you all 
about the popular SUN-RAY 
SPOTLIGHT—a postcard will do. 


Sun-eak 


Inc. 


Lighting Products 


119 Lafayette Street, New York 



































Join the Throng of 


KLEE Users 


Catalogue 


Cheerfully Sent 
“Let Your Display Windows Be Klee Fixed” 











Klee Display Fixture Co., Inc. 


Manufacturers 
172 Atlantic Ave. 


ROCHESTER, N. Y. 
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A Pipe Organ in the Window 


Dummy Instrument With Phonographic Assistance 
Aids Furniture House Capitalize Window Week 
By M. R. HILLER 
Display Manager, F. A. Empsall Co., Watertown, N. Y. 

USIC hath charms to sooth the savage 
breast,” we are told by time-honored pro- 
verb, and it apparently has no end of pos- 
sibilities in exciting animation among the 

Charlestoners, and their kin. Its siren qualities, how- 
ever, can be magnified by such periods of promotion 
as are embraced in “Music Week.” 
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Mr. Hiller’s Display Showing the “Organ” at the Right 


Bringing “Music Week” to Watertown was not 
exactly our task, but we are willing to assume our share 
of it, and deemed our windows the very spot to begin. 
There are so many means of tying up with an event 
of this character that a displayman is never at a loss 
for a compelling sales idea, provided he is looking for it. 

It is not necessary to dwell on the vogue for the 
pipe organ now current, nor the ease with which this 
interest can be diverted to display purposes. It did not 
require much reflection to realize that a pipe organ in 
our windows would excite interest and cause speculation 
beyond the possibilities of any other instrument. A 
pipe organ is not set up in a day, nor is it easy to 
model. We realized that a “dummy organ,” carefully 
installed, with exacting attention to details, would set 
tongues wagging and keep them wagging for days, add 
to our window audience, and, unless all our sales statis- 


tics failed, yield increased sales. 

Choosing a sector of the front where the organ would be 
most conspicuous, we built it laboriously, for each step re- 
quired resort to makeshifts that would express the idea fit- 
tingly but inexpensively. A walnut Spinnet desk served 
as the body of our instrument, its similarity in shape com- 
mending it to our purpose. On this we mounted the pipes, 
fashioned of heavy wrapping paper, rolled and gilded, with 
cardboard cones at their bases. They were striped as pipes 
are usually decorated and the cones were in silver bronze, 
the same color being used for the cut-ins in the pipes. 

The latter were placed between two ivory colonial jambs, 
built to board, capped with a cornice of like color, their 
edges touched with gold. Over these was hung an “Old 
Rose” drape, trimmed with fringe, so as to obscure the tops 
of the pipes and most of the jambs. 

Two sets of keyboards, painted black and ivory, were 
provided, the panels with “stops” being stained walnut to 
harmonize with the Spinnet base. A bench, drawn up before 
the desk, on which a wax figure was posed to represent an 
organist, concealed the lower part. To further this design, 
a show card was placed directly behind her, its content de- 
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claring that, while all could not have a pipe organ, with an 
Orthophonic Victrola in the home, pipe organ music could 
be had at any time, as well as other high-class music. To 
supplement the setting and make the illusion more complete, 
we placed an “Electrola” in the basement which we wired 
to a radio horn beneath the victrola in the window. It was 
set beside a ventilator, from which it poured such a volume, 
during our daily broadcasting, that the music was heard two 
blocks away. Each afternoon I gave a concert, and, for an 
hour or so at night, after the store had closed, playing noth- 
ing but pipe organ records. The effect was so good that 
people would step to the window and insist that the instru- 
ment in the display was playing.. The inevitable result for 
these spectators, as soon as they became aware of the hoax, 
was outspoken praise for the capacity and reproductive quali- 
ties of our phonographs. 

The atmosphere with which to clothe the organ was a 
trying problem. The backgrounds, necessary to create the 
spectacle of a choir box, called for a marked degree of labor 
and expense, and reproduction of the interior of a theatre 
was similarly impractical. We compromised by arranging 
a setting Oo: a music room, a big Victrola occupying one 
corner, Capacious and restful overstuffed chairs also being 
introduced. Flanking the organ was a tall candelabra im- 
provised from a floor lamp, while the ceiling lighting devices 
were assisted by the addition of a bridge lamp and a china 
reading lamp. The effect of the window from a sales stand- 
point was valuable, several high-priced machines being sold 
during the week as well as a large quantity of records in 
which a marked number of pipe organ recordings was no- 
ticeable. 

Another window which aroused comment was a corset 
display in which a wax figure appeared in shadow box. This 
was installed during “Nemo” week and enabled us to show 
a good selection of illustrations of this celebrated make. 
Fabric hangings served as backgrounds, running from the 
ends of the window back to the shadow box, with stands 
of the garments, interspersed with cut-outs, leading the vision 
directly to the central figure. This was given added effec- 
tiveness through slow motion, by which the form was grad- 
ually rotated, showing all sides of the corset. The shadow 
box was encased in a gold frame, and the figure was set off 
by a background of black silk velour. The pink and white 
garments in the foreground were given additional tone by 
the turquoise blue curtains against which they were shown. 





DISPLAY EMPHASIS BUILDING GIFT BUSINESS 

Emphasis on correct display has proved an asset to John 
W. Reed, Blanchester, Ohio, in his effort to build up a sub- 
stantial business for his gift shop. Mr. Reed is an enthusi- 
astic supporter of window advertising, a member of the Inter- 
national Association of Display Men, and is enjoying the 
opportunity to better his own fortunes through embellishment 
of his own displays. 

“Business has increased by a large percentage since we 
have more attractive windows,” he declares. 





PADUCAH TO HAVE NEW FIVE-STORY STRUCTURE 
Plans for the erection of a five-story store have been an- 
nounced at Paducah, Ky., by Robert B. Guthrie, president 
ot the E. Guthrie Co. Detailed study will be given to show 
window treatment and illumination of the entrance to the 
basement sales room. ‘Beauty and modernity will be com- 
bined in the store front, which will cost approximately 
835,000. Glass and ornamental bronze along a stretch of 200 
leet, and 3,000 square feet of display space will be afforded. 
Three large island show cases will be used in the lobby. 





OTTUMWA, IOWA, BOASTS TWO NEW STORES 

A unit of the “Wonder” Department Stores has opened 
here, occupying the side formerly held by the Redman De- 
partment Store, burned last year. This is the latest member 
ot the chain of stores established by S. S. and T. C. Rutten- 
erg. A new structure has been erected by Charles Redman 
and Clyde Pickett, in which an island show case at the en- 


trance with large display windows-at each side features the 
lront. 
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Fine Arts Papier Mache Corp. 


149 West 24th St. New York City 
Telephone: Chelsea 8190 


Designed and Executed Many of the 


BUILDINGS and BOOTHS 


at the 


SESQUI CENTENNIAL 
1926 EXPOSITION 


Philadelphia, Pa. 
And is Prepared to Build for 


DEPARTMENT STORES and 
NATIONAL ADVERTISERS 


SPECIAL DECORATIVE AND 
HOLIDAY DISPLAYS 
Booths, Floats and Window Displays 


We Specialize in Spanish and Other Periods, 
and All Forms of Displays for CONVENTIONS 
































GEO. A. SMITH 


250 West 54th Street 
NEW YORK CITY 





Window Display Counsel 





Specializing in window dis- 
plays for National Advertisers 
who desire the services of an 
experienced Window Display 
Specialist. 


In charge of the United States 
Rubber Company’s Window 
Displays which are known the 
world over for their originality 
and attractiveness. 























H. C. MENEFEE, President 
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Vacation The advent of June produces a tangled 
Trips and the skein of thoughts. What with the de- 
Window luge of roses with which she is sup- 

posed to shower us, the blissful chimes 
of wedding bells, the supercilious glances of the newly 
graduated collegian and the honest evening song of the 
busy “katydid,” it is presumed to mark the happiest 
period of the year. 

To the average seeker after food and raiment its 
romance exists in the past tense, however. If there is a 
balm in its breezes, warm as they are, it is because of 
the approach of that beatified spell termed ‘“Vacation.”’ 


Away with the window and its cares; bye-bye to the 
harsh old desk. Now comes freedom for a few brief, 
fleeting moments from the moil and turmoil of our occu- 
pations. Trunks are packed, tickets bought, and off we 
go to lake and wood for the restful calm of quietude, or 
we take our way to bustling centers afar off where we 
view new scenes and encounter new delights. 

Where will we go? How will we go? Go, we must, 
for what is a vacation without a trip? Our papers are 
ablaze with tales of scenic splendor to be found on the 
“Bla-Bla” Route, the marvels of angling that wait in the 
cool brooks of the Soanso Mountains. Fine! But are 
the facts in accord with description? Must we endure 
an ordeal of soot and smoke to reach the northern 
ozone? 

Before the fateful day comes, we have paraded past 
the railroad office a dozen times ; we have gazed on their 
entrancing resort windows long and wistfully; at last 
we have determined that there is just one place that we 
must see this vacation and we plunge into the office to 
plead for literature and rates. 

The moral? If there is one it can best be demon- 
strated by a magazine of general circulation which is 
promoting rail advertising. In exploiting its fitness to 
interest a half million readers a series of pictures is 
used to show the manner in which the desire for travel 
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5. Appreciation of Display by Merchants as the Most Powerful Factor in the 


6. To Maintain the Independence of Its Editorial Columns so That It May Always 
Discuss, Without Fear, Bias or Jealousy, Every Activity in the 
Display Field and Serve Best All Interests. 


Manuscripts, photographs and all editorial material intended for publication should reach the publishers on or before the first of 
the month of date of issue. All photographs reproduced become the property of the publishers. 
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Display Worliad 


Title Registered U. S. Patent Office. 
FOR MERCHANTS—DISPLAYMEN—ADVERTISING MEN—NATIONAL ADVERTISERS 
Issued on the Fifteenth of Every Month by 
THE DISPLAY PUBLISHING COMPANY, CINCINNATI, OHIO 
C. R. ROGERS, Editor 


OUR PLATFORM 
1. The Development of the Art of Mercantile Display. 
2. More Intimate Cooperation of Manufacturer and Merchant. 
3. The Encouragement and Advancement of the Independent Display Service Idea. 
4. An Ideal, Practical and Helpful Personal Service to the Display Profession and 


~ 


N. SILVERBLATT, Secretary 


Its Industry. 


Business of Selling. 
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by a particular route is developed. But the actual sell- 
ing medium, as revealed by these illustrations, is the 
window of the ticket office where desire is crystalized 
into the purchase of transportation. 





Aggressive Two nine thousand mile trips, covering 
Methods the major portion of the retail field have 
Needed convinced J. Harry Tregoe, executive 


manager of the National Association of 
Credit Men, that multiplication of stores is becoming 4 
business peril. 

“IT am convinced that overcrowding in the retail 
trade is the cause of many of our business and credit 
disturbances,” Mr. Tregoe is quoted as saying. “I wor- 
der if our credit men consider seriously enough, when 
accepting credit risks, the kind of competition a buyer 
has in his community.. The community undoubtedly 
has to pay in one form or another for every failure, and 
yet it is powerless when merchants crowd in and attempt 
to divide an income among a large number which will 
only properly sustain a few.” 

In a period of hectic competition as trying as Mr. 
Tregoe pictures, defense against the adventurous and 
foolhardy can best be obtained by vigorous offensive 
for business. This is a time fitted not so much for 
endurance trials based upon price slashing as by at- 
quiring a commanding position in the public eye. The 
cheapest, most direct and most effective means of estab- 
lishing individuality is through window advertising. 
Mere display is antiquated ; genuine advertising is rare. 
Whoever realizes that window space can be used to bid 
for public attention on exactly the same basis as printed 
publicity can step out in front of his competitors and 
meet their onslaughts more readily. ‘Tradition alone 
binds the windowman to the accepted forms of display, 
and necessity can spur him to adopt ideas widely 4 
variance with the accepted schemes. Selling windows, 
“selling” both store and merchandise, will overshadow 
the competition bogey and rob it of most of its terror. 
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How this may be accomplished is forecast in some 
of the novel windows now being installed. A Detroit 
store recently made use of a replica of a billboard as a 
background for children’s clothing, while a Columbus, 
O., house struck a new note by framing its current 
newspaper advertising handsomely and using this as 
its entire display. A Cincinnati dry goods store used 
featured fabrics as the background for a series of huge 
pink placards which practically shouted their messages 
to passers. Window display admits of so many varia- 
tions that it can be kept fresh, vigorous and attention- 
compelling at all times. 





The Medium The manufacturers of “Pyralin’ toilet- 
For Quick ware showed their understanding of 
Turnover the relative values of various adver- 

tising media when they began their 
spring business campaign by swinging definitely to 
window display. Seeking the shortest route to imme- 
diate sales, they turned to the window with a direct- 
ness which leaves little room for doubt as to their 
conclusions. 

The first step was to produce a group of new con- 
tainers containing a high degree of intrinsic value. 
These consisted of fabrikoid covered vanity cases, 
overnight bags, suitcases, hat boxes and serving 
trays, and with these the “Pyralin” dressing table 
sets constituted the items of the spring sale unit 
dubbed the “Two-in-One Offer.” 

“To speed up spring and summer business,” their 
bulletin says, “the manufacturers have announced a 
window display contest in which $225 in prizes will 
be distributed.” To speed up spring and summer 
business! Prizes for displays! Is there any doubt 
about the purpose of the contest or the results that 
are expected? Given the proper space, the gleaming, 
white ivoryware can be relied upon to create public 
interest and create it at the point of purchase. With 
a plan calling for immediate selling, this combination 
of circumstances points definitely toward the window 
as the best instrument for quick sales. Hence it is 
om surprising that Pyralin is centering on the glass 
display. 





Cashing in 
on Night 
Window Sales 


The sale is made when the desire 
for the commodity offered is formed, 
and it has been made all too plain 
that the window shoppers who re- 
tive their inspiration in the evening, when illumina- 
tion gives the window its greatest allurement, fre- 
(uently recede from their momentary enthusiasm. 
Decision to buy is influenced by accessibility; in 
plain English, if the store is closed, how is the patron 
‘0 purchase when desire is greatest? 

Rationally, the merchant cannot keep his doors 
open at all hours, and, as a class, he has been 
stumped” by this problem. The possibility of a de- 
‘ice to overcome this obstacle has been scarcely 
hinted, but at length, like Athena of old, a method 
has sprung from the brain of its creator, fully fash- 
loned and ready for adoption. 

The “night order plan,” as shaped by a western 
women’s apparel manager, enables the tireless win- 
dow to sell its own wares. Cards in the foreground 
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announce the “night order” blanks at the entrance, 
on which the shopper may place her order for any of 
the garments shown, delivery to be made the follow- 
ing morning. Several weeks of trial has convinced 
the author of the value of his idea and the volume of 
sales which the system has begotten is increasing. 


Using Candy The value which the Black Dry 
as Bait Goods Co., Waterloo, Iowa, derives 
for Business from displays of candy, as related in 

the May issue, suggests an opportunity 
that is all too frequently overlooked. There is a 
very satisfactory profit in the candy itself, and it has 
a turnover ratio that will easily overshadow scores of 
the items considered essential to store stocks. But 
its primary importance lies in its ability to draw 
buyers inside the store. 

The average candy sale is small, but they bulk 
large in number. A recent check-up revealed the fact 
that fifty-one establishments embracing department, 
dry goods, and general stores selling candy, have 
realized a turnover of 1714 times per year. Assuming 
a gross profit of 40 per cent; the earnings on the capi- 
tal invested in the sweets are seen to be very satis- 
factory. 

The stores reported on are not shown to have laid 
any special stress upon their departments as a means 
of developing business for the rest of the store. It is 
plain, however, that this result is gained. 





When Water 
Finds Its 
Level 


Stand on the brow of a knoll after a 
spring storm and watch the tiny rivulets 
trickle down the incline. It is no happy 
lot that these little streams have; their 
path is none too smooth and never is it straight. They 
pour into a depression; they force their way around 
clods and stones; they find their level ultimately, but 
only by loss of much of their volume and through tor- 
tuous twisting in which the obstacles that they encounter 
are circumvented. 

Trace the flow to a brook that follows a long-used 
channel and the converging waters come together in 
tumult and uproar, their foam-capped eddies evidencing 
the violence of their onrush. 

Their characteristics are the counterparts of hu- 
manity’s. Experimenting, feeling, wasting strength in 
solitary endeavor, individual progress is slow and pain- 
ful. But, when blended with the energy and power of 
legions of like units, they sweep over obstacles once 
troublesome and roll confidently forward with an 
impetus and a directness never possible before. 

This is the consequence of association. Merger of 
individualism into groups, of ideas into principles, of 
theories into formulas, are among its benefits; power 
produced by the amalgamation of many small bodies 
gives strength and creates prestige. 

Window craftsmen gain through organization by 
the confidence borne of the exchange of well-tested 
plans, the lessened necessity for pioneering, the 
increasedi importance which ‘they acquire in their 
employer’s esteem. Their profession can be no stronger 
in the eyes of the business world than its attributes of 
enthusiasm, knowledge, and competence, as expressed 
by its membership, render it. 















PETAL FLUTING 


Lay the paper right 
side up, on a flat 
surface. 


Press two fingers of 
the left hand on 
the edge of the 
paper about two 
inches apart. With 
the forefinger of the 
other hand pull 
back on the edge 
of paper between 
them. 


Repeat this process 
the length of the 
sheet. 














Many other effects are explained and illustrated 
in our booklet, “Decorating Windows With 
Crinkle Crepe.” Price 25 cents; send for it. 


Better windows demand Crinkle Crepe. 


It is soft enough to be workable, stiff 
enough to hold its shape, and strong 
enough for the heaviest strain. 


THE TUTTLE PRESS CO., APPLETON, WIS. 
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Learn to Make Show Cards 
--- Quick Easy Way! 


COMPLETE, practical, sim- 
A biifiea, home-study course 

quickly trains you to make 
clever, “business getting” show 
cards. No special ability needed. 
Store Owners—save money and 
boost your sales. Make your own 
attractive show cards. Clerks— 
every store needs original show 
cards. Double your pay. Busi- g 
ness of your own. Earn big @j@ 
money in spare time. Start Now. 
Write for Special Offer and descriptive, illustrated Free Book to 


WASHINGTON SHOW CARD SCHOOL, Room 1406-D 
1115-15th Street, N. W., Washington, D. C. 


























Draws or cuts ovals thousands of 
shapes and sizes from 2%” to 21” 


Guaranteed Absolutely Perfect. 
Thousands of Satisfied Users. 


$2.50 — $3.00 — $5.00 


Order from your dealer or direct. 


VICTOR H. SPILLER CO. 
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53 Warren St. Boston, Mass. 
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DAVE SLOTKIN 
1970 EVERGREEN AV. CHICAGO 














don’t give up a good display idea just because a little 
problem you can not solve confronts you—get the 
answer from 


THE DISPLAY WORLD SERVICE BUREAU 








Druggists Vie for These Displays 


“Amberol” Shampoo Evolves Colorful Set That 
Dealers Recognize as Window Boon 


By C. L. COOPERMAN 
Display Manager, T. P. A. Co., Brooklyn, N. Y. 


ISPLAYS that the dealers fight for are not rarities, 
but they are still in the minority. For this reason 
we take pardonable pride in the demand which 
has been shaped for the “Amberol Shampoo” win- 

dows which we have created and are now installing for our 
retailers. 
There has been no pressure in developing this interest 





Gorgeous Effect of Mr. Cooperman’s Display 


in this form of custom stimulation. We have endeavored to 
produce windows which are a credit to our house and a boon 
to our dealers, and they have been quick to grasp the value 
of our offerings. This is the usual tribute to genuine worth 
and it was to insure this response and reliance upon us 4s 
allies in a drive for profitable business that we went to the 
expense and the trouble involved in mapping out our system. 

At the present time we are starting our campaign and 
soon most of the druggists of the territory will have com- 
plete displays. These consist of black lithographed cards 
with the word “Amberol” in white with an azure blue out 
line. The centerpieces have pictures of a mirror with two 
heads. In small letters the lithograph declares that “the 
mirror foretells your future” and, indicating the two heads, 
one of which is bald while the other is covered with 4 
luxuriant growth of hair, inquires “Which shall it be?” 

Our original display was made of “Beaver Board,” hand 
painted, with a background of blue metallic cloth and red 
gold regallon. In the foreground was a fountain its spray 
fashioned from absorbent cotton, while close to the pant 
was placed an array of our product. Elfs, in a spritely 
dance, gamboling before the fountain, lent the whole display 
a touch of the artistic that did much to establish its pop” 
larity. We have approximately eighty such units traveling 
all the time, and the dealers certainly fight for them. Out 
salesmen do not have to coax or wheedle for space. We 
install only where special displays are needed and the result 
is competition for their services. 

This year we expect to spend about $200,000 on window 
advertising alone, using our own display staff, a syste™ 
which has been found advisable. Our salesmen will make 
the contacts and book windows, but not in the traditional 
fashion; we have found a more satisfactory mode. No defi 
nite appointments are made, but the salesman ascertall 


June, 1026 















June, 


what 
quiri 
reach 
whetl 
agree 
displ 
i F 
disap: 
partie 
seni 
was | 


with | 

We 
stratic 
house- 
carrie: 

Pre 
houses 
As the 
will k 


Wir 


recent], 
Week” 
Des 
appeal 
2) Oa 
pany. 
spectac 
made n 
dow wa 
posture 
automo! 
around 
made m 
green gs 
produce 
and the 





Wir 
tossed th 
Peared th 

For th 
Sreen silh 
emblem f, 
card reac 
Are Partr 

Th W 
eloquent { 
and count 





ties, 
ison 
hich 
Win- 

our 









rest 


ed to 
boon 
value 
worth 
us as 
to the 
ystem. 
n and 
com- 
cards 
e out: 
h two 
t “the 
heads, 
vith 4 
’ hand 
nd red 
spray 
2 pane 
pritely 
display 
popu 
aveling 
. Our 
. We 
} result 


yindow 
system 
{ make 
Jitional 
lo defi- 
ertaifs 








June, 1926 





THE 


what the window dressing day is and makes no further in- 
quiries. About a week before this date our windowman 
reaches the neighborhood, calls up the druggist and learns 
whether it will be all right to make the installation. If 
agreeable to our proposition, the latter okays it, and the 
display is sent out and the windowman calls later to place 
it. This plan works no hardship on us, the dealer does not 
disappoint us, and, with our check-up, satisfaction to all 
parties is assured. I check up on each window personally, 
sending a written inquiry as to whether or not the display 
was arranged to the dealer’s satisfaction, and, if he has 
a grievance, make amends. The dealer must be satisfied 
at all times. As a result of this system we are swamped 
with requests for displays. 

We tie-up practically all of our windows with demon- 
strations, samples being distributed inside the store or in 
house-to-house contacts. Every bottle used in this fashion 
carries the “sticker” of the druggist assisted. 

Present operations will be expanded rapidly and branch 
houses will be opened in the principal cities of the country. 
As the scope of our distribution increases, window display 
will keep pace. 


Window Cost of Careless Driving 
Motorists Enlist Displayman’s Service in 
Picturing Perils of Traffic 

HEN in doubt turn to the windowman” seems to be 

a growing sentiment in all communities, and no- 

where has it been better demonstrated. than in 

Athens, Ohio, where the County Automobile Club 

recently determined to link up with the “National Safety 
Week” campaign. 

Desiring to add to newspaper propaganda a more moving 
appeal for careful driving, club executives enlisted the aid 
of C. C. Cornell, display manager for the D. Zenner Com- 
pany. If they sought to insure a grewsome and arresting 
spectacle which could provide an unmistakable moral, they 
made no error in their choice of artists. Mr. Cornell’s win- 
dow was vividly graphic, sketching a skeleton in a kneeling 
posture at a grade crossing surveying the wreckage of an 
automobile destroyed by a passenger train disappearing 
around a nearby bend. The ghastliness of the exhibit was 
made more effective by the scenic accessories employed. The 
green sward of the banks along the right of way was re- 
produced, the grade crossing signs were faithfully drawn, 
and the battered car was shown thrown to one side as if 
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Window of Warning Arranged by C. C. Cornell 


ossed there by the speeding locomotive. To the right ap- 
eared the significant comment, “He Wouldn’t Wait.” 

For this setting Mr. Cornell used a background of dark 
sreen silk. Against this was displayed the huge “A. A. A.” 
‘mblem familiar to motorists. In the foreground was a large 
tard reading, “Safety Week—Careless Driving and Death 
Are Partners, Are You a Careless Driver?” 

The window held popular interest for three days, an 
eloquent testimony to its pulling power in this small college 
and county-seat city. 
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r~> BUY FABRICS FROM 


The House that has been established for 
the past 25 years and knows your wants 
in creating sterling window displays. 
Swatches of fabrics now ready for dis- 
tribution. Be sure to WRITE for yours 
NOW. There is no obligation to buy. 


“Service first and foremost” is the 


MAHARAM slogan. 
All Fabrics Dire& from Our Mills 


scties Maharam Textile Co., Inc. 


107 West 48th St., New York City 
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, - 
Learn WINDOW TRIMMING | 32%" 
and SHOWCARD WRITING 


> i; 
Average Salaries, $75 Per Week or More > 
We Teach You in Eight to Twelve Weeks 


SMEBY SCHOOL, INC. 
Lake St. Cor. Chicago Ave. MINNEAPOLIS 
“OUR EIGHTEENTH SUCCESSFUL YEAR” 

















WE MANUFACTURE 


ALANCES and DRAPERIES 


THAT MAKE YOUR STORE 
WINDOWS ATTRACTIVE 


Some of Our New Ideas Will Surely 
PROVE Satisfactory to You. 


Send Us Your Window Measurements and We 
Will Forward Sketches, Samples and Estimate. 


YOURS FOR SERVICE 
CROWN CURTAIN Co. 


81 FOURTH AVE. NEW YORK CITY 

















AS LOW AS 


LITHOGRAPHED LETTERHEADS 3::257cn™. 


WINDOW DISPLAYS, CUT-OUTS, ETC. 
LUTZ & SHEINKMAN, INC. 


EST. 1896 ING. 1904 
2 DUANE STREET NEW YORK CITY 
WE CARRY “ART BLOTTERS” IN STOCK 














9 SALES 9 
doer ELECTRICTURN TABLES 


DisPLAY «> SELL MORE GOODS! 


Electric cost 3 cents per day—Capacity over 100 Ibs. 
Fully Guaranteed—Write Today. 








i wsors” ELECTRIC WINDOW SALESMAN CO. “ Soston  @ 
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With the New York Displaymen 


Forecast of Vacation Tours Seen in Appeal to Tourist Presented 
by Displays of Travel and Camping Garb and Accoutrement 


3y HAZEL STEVENS 
New York Correspondent, The DISPLAY WORLD 


ACATION” was the theme of Gotham windows in 

May, with the “going-away” spirit all inclusive. 

Camping clothes, tents and cooking outfits were 

featured alongside elaborate costumes fit for the 

parade along the Riviera, and trunks modeled to meet the 
needs of the trans-Atlantic voyageur. 

The place of honor for the month should be given a series 
of windows arranged by Lord & Taylor, in which the show 
~ places of the French capital were depicted. Created to further 
the store’s centennial celebration, the displays reflect the 
genius of their author, Brian, and attest the careful planning 
of Paul W. Hornung II, the display manager. 

The corner window pictured the Champ D’Elysees, the 
mural screen which served as the background being executed 
in gold with an effect of charcoal drawing in sweeping lines. 
Departing from the usual process, the artist introduced a 
panel, opening into a vista, whose curtained sides had been 
drawn back by feminine figures. Brocaded materials in gold 
and colors were draped forward to fall in graceful folds in 
the foreground and to cover the two small oval stands flank- 
ing the panel. . 

Fans, perfumes and necklaces in profusion complemented 
the brocade in accenting the richness and luxury of the 
window. 

The “Chateau Madrid” was constructed in the next win- 
dow, an exquisitely rich background panel setting off the 
carved chairs, which served to present a collection of colorful 
velvet gowns and their complement of wraps and slippers, 
flowers and fans. Gold floor coverings added to the interest 
of the decorative treatment. 

Then came the “Place Vendome,” the background scenery 
bearing the brunt of the pictorial display and serving as the 
means of presenting groups of gowns, spread with the same 
careful carelessness over chairs and accessories. 

A mass of peacock feathers served as the motif in 
“L’Eventail,” where fans of feather and fabric constituted 
the chief items presented. 





“L’Ombrelle” featured novelty chiffon parasols, closed, 
open, singly, and grouped. “Place de la Concorde” was ap- 
propriately a background for scarfs and hats—the scarfs in 
rainbow hues, tied jauntily to the stands, which carried the 
hats, trailing from stands and “heaped” in piles. 

“Les Courses” set off traveling and sport accessories, 
carelessly heaped. “Femme a la Glace” was a window of 
accessories. 

A second new idea in these windows was the extensive 
use of the vista suggestion even in those which were not 
corner windows through the placing of screen backgrounds 
rounding out the corners and drawing the eye to a high 
point where all lines converged. 

The smartness of these appeals to the elite were balanced 
by the emphasis placed upon the joys of simpler vacations. 
Camping and motorist garb received prominence at Sterne’s, 
where a tent in the background and youthful figures in out- 
ing costumes told the story of approaching trips to the open 
fully and alluringly. A camp chair bearing a camera, base- 
ball bats, books and a croquet set added appropriate touches, 
while the introduction of a camp fire with utensils scattered 
about suggested the gastronomical joys of camp life. 

Another clever Sterne’s window showed bathing suits, 
colorful beach umbrellas and other accessories of aquatic 
pleasures. An immense green umbrella, decorated with white 
wading birds, held the center, spread over a beach chair, 
from the back of which trailed beach wraps. On the seat 
was a closed umbrella, a book, and a huge red ball. Two 
oval stands, right and left, held groups made up of an 
umbrella, bathing suits, and bathing bags. Wax “bathers” 
in beach garb, a few bathing hats, and some bathing bags, 
including one novelty bag in the form of a shinily dressed 
doll, completed the window. 

In a sport costume window, Stern’s used effectively four 
small ovals showing purses, placed at intervals among white 
dresses. The purses supplied the color variants—one group 
being green, another blue, the remainder being in parch- 





Artistic Display of Women’s Apparel by R. J. Feitelberg, Display Manager, Shartenberg & Robison Co., New Haven, Cont. 
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ment and red. They were shown on the stands and sus- 
pended in tiers above them. 

The small boy had ‘his place in the sun in one of Best 
& Co.’s windows featuring sport showings, sweaters and caps 
being handled to good advantage, as shown on the small wax 
figures who were staged in a backyard ball game. 

Spring suggestions are still being used, such as vases 
of daffodils, pussy-willows and flowering shrubs; whatever 
the rest of the world may be doing, New York has not 
yet completed spring. Gimbel’s used the spring idea effec- 
tively by showing hats against a background of green vines, 
an arbor, and a rustic chair, with grass floor coverings. 

The spring colors in shoes are giving unusual opportuni- 
ties for display. I. Miller is making use of them by pre- 
senting each pair of shoes separately and daintily on its 
own stand, using dainty silks to repeat color notes, and by 
tasteful arrangements of bright buckles on the silks. J. & T. 
Cousins are using similar ideas. 

McCreery’s in one window presented shoes of light colors, 
each pair on a separate stand, in two converging and rising 
lines, obtained by placing the lowest stands nearest the front, 
with the others ascending in steps. A chair piled with apple- 
blossoms emphasized “spring.” A spring coat, spring gloves, 
a spring purse in another chair, with an open magazine 
under a light, furthered the design. 

McCreery’s in one window presented shoes of light colors, 
at right angles to the rear wall. One window to give a 
note of color to an.all black-and-white hat display, draped 
from a rear bar flame-colored chiffon, combined with white. 
Cornflower hue was used similarly in another window, and 
the note was repeated by a bowl of bachelor buttons and 
white sprays. 


Display in the Medium Sized City 


Observation and Planning With Cultivation 
of Store Associates Are Vital Features 


By R. J. FEITELBERG 
Display Manager, Shartenberg & Robison, New Haven, Conn. 


ENERALLY the organization of the display force 
in a leading department store, operating in a city 
of 200,000, should consist. of an experienced dis- 
play manager and one or two assistants, depend- 

ing upon the number of windows. The duties of this display 
manager should be primarily to get the greatest results 
through interior and exterior trims from the most economical 
expenditures. To do this, it is necessary for him to: 

Cooperate fully and wholeheartedly with the store buyers 
and department heads. 

Plan his windows from two days to a week or more in 
advance. 

Observe carefully all interior as well as exterior displays 
and see that at all times there is a tie-up with the events 
in progress. 

Make certain that windows are changed at least twice 
each week. 

Remember that neatness is 90 per cent of the battle in 
effective window trimming. 

My experience has taught me that displaymen of the 
smaller cities, ranging up to 200,000, may gain much by 
noting carefully not only the trims of the larger cities but 
the scenic investitures of theatricals, the costuming, lighting, 
and general stage arrarigements, as a means of securing in- 
Spiration for new effects applicable to store windows. It is 
also advisable to “go back ‘to nature” as frequently as pos- 
sible, not only for “props,” but also for harmonious arrange- 
Ment and composition. 

To “keep ahead of the other fellow” should be a thought 
uppermost at all times. One of the best ways is to follow 
local and national events, keeping the public eye by develop- 
ng the themes which they provide. . 

The clever displayman will also use his ingenuity in em- 
Ploying fabrics and other materials at hand for novel back- 
Srounds to harmonize or contrast with merchandise. He will 
also use judgment in trimming a sale window by making it 
look stocky and yet not disordered. 





THE DISPLAY WORLD 











Window Display Fabrics 
of QUALITY 


Is the dominant feature emphasized by the 
House of Mendelsohn. We link this up with 
the hearty co-operation of the’ leading display 
fixture houses. Let your display dealer know 
your wants, ask him to show you our color 
cards and range of beautiful samples. 


Seasonal Suggestions: 


Mendeline Duo Sheen 


A Two-Tone Rayon Lustrous and 
Fabric ' Changeable 
Menray Diamond Drapery 
Rayon Velour in In Beautiful Two- 
Marvelous Colors Tone Patterns 


Green Grass Plush 
* Something Special and Entirely New 
MENDELSOHN’S 
Textile Corporation 
156 West 45th St. New York City 
QUALITY + SERVICE = SATISFACTION 


N. B. To fixture firms who desire to handle our 
line we will gladly send full sample sets upon request. 



































Manufaéturers of High Class 
Wood Display Fixtures 
for the Trade 





Large Manufacturing Facilities Enable 


Us to Make Any Period Designs or 
Styles in Any Quantity at Short Notice 


Ever Ready Woodworking Co. 


808 East 5th St. New York City 



































An Attractive Card 
Stand is Also 


Important 


A well-designed price card de- 
} serves an attractive holder. 
Timberlake card stands are 
| attractive and_ serviceable, 
| made to stand hard usage. 
co Durability is a strong feature. 
Reinforced at every point of 
strain assures rigid construc- 
tion. Finished in Gun Metal, 
Oxidized, Nickel and Statuary 
Bronze. Furnished with either 
~ flat or weighted base. The 
high quality and low price ap- 
peals to every careful buyer. 


Other Practical 


Wire Fixtures 


“T” Stands, adjustable and sta- 
tionary. Counter Stands, sev- 
eral styles. Millinery Stands. 
Piece Goods Stands. Shoe Dis- 
play Stands. 


Send for Catalog No. 35-B 
J. B. TIMBERLAKE & SONS 






































JACKSON, MICHIGAN 

















The F'ountain Air Brush 


For Show Card and Sign Writers 
Easy to Handle and og Be in Order 
Ask Any One of 18,000 Users 





Write for Catalog 52D 


Theor & Chandler 

















913 Van Buren, CHICAGO 
KI Fi x E A Fe WINDOW SETTINGS 
19 East 15th St., New York City ae sania 

es SEND FOR CATALOGUE BACKGROUNDS 


























& Before Ordering a Valance, Write | 
BRYAN’S, Louisville, Ky. 











HOW TO ORGANIZE A FLORAL PARADE! 


By JOS. SCHACK 
A 24-page paper bound pamphlet containing all the information 
necessary to arrange and conduct parades, home-comings, car- 
nivals, etc. Fully illustrated. Price each 25c. Order from 
The DISPLAY WORLD, Cincinnati, Ohio. 
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No Terrors in Lack of Space 


Displayman Bouvier Finds Way to Render Tiny 
Drug Window a Productive Sales Agency 


By EDWARD CARROLL 
Carroll Bros., Montreal, Province of Quebec 


RUG stores, for some unfathomable reason, seem 
to prefer windows reduced to the smallest cubby- 
holes that it is possible to operate in, and they 
are about the hardest to trim that I have encoun- 

tered. But after seeing the display recently made by A. 
Bouvier, Bryson’s, Ltd., Montreal, Can., I am convinced that 





Mr. Bouvier’s Tasty Trim in His Shallow Window 


drug displaymen need not be discouraged as to their lot. 
Mr. Bouvier has demonstrated, to my satisfaction at least, 
that a tiny window can be decked in such fashion that it will 
possess just as much power and elicit just as much praise 
as some of the larger ones. 

When you take into consideration the fact that the 
Bryson window has a depth of but fifteen inches, you have 
a fair idea of the difficulties that he is compelled to breast. 
But this apparently is all in the course of his day’s work, 
and the results that he gets are very tasteful. Mr. Bouvier 
is no novice in the use of crepe paper. An ornate background 
is the usual feature of his displays, and he introduces into 
his windows all of the latest developments of the crepe fad- 
dists. In the arrangement pictured, pale blue crepe was used 
as the background, the pleats being in apricot. The side 
drapes were in these colors, the chain effect being used in 
the ends. The show cards are in canary with black letter- 
ing, frames being constructed from the pale blue paper. At 
the top of the window, retaining the light and forcing it 
down upon the soap display, is a large paper poster which 
constitutes the principal sales lever. 





Merchants Many---Merchandisers Few 


(Continued from page 20) 


have been carried, could have slipped him some casual in- 
formation not too pertinent as regarded any one firm, but 
good, sound information at that. He figured it out that he 
would have a certain amount left in-the bank after stocking 
his establishment, and his own superior judgment told him 
that before his reserve was exhausted he would have enough 
of a flow of trade to be sitting pretty. Upon being pressed 
he may reluctantly grant that one or two of his competitors 
may fade into the dim and distant past. Modesty in the most 
of them, though, forbids the mentioning of that point offhand. 





NEW NORTH SIDE STORE FOR WINDY CITY 

A second establishment has been opened at 7626 North 
Paulina Street, Chicago, by Winsberg’s, who operate another 
store at 6201 North Clark Street. A new corporation has 
been created to have control of the venture, which will 
specialize in dry goods. 









































June, I 





Cleo 
Distribt 


ports €2 
plays fo 
Rock Is 
man is 
tion Bu 


EK. M 
son-Sno 
reports 
plays fo 
has beet 
the sum 
propriet 


Tre V, N 


Cie 
a windo 
H, A. ® 
ford, ane 
Nelson 
North 
show ca 
handling 
vertisers 





John 
|. M. H 
fifteen ye 
a windoy 
installati 
to the he 
merchant 
insure a 


J. Phi 
Stewart 
Montgom 
in the b 
alone, H 


Alonzc 
Minn., wl 
Co. is me 
Faribault 
section, 


Att 
of Sioux 
window d 
tion of I 
Mr. Kran 
Ness in Si 
Work, har. 
advertiser 


Otto W 

arrisbur 
Partment 
Tator for 
for the Pi 
into one 
Now occur 
With a cay 
More thar 
display se} 
Clate of tl 
















lot. 
ast, 
will 
aise 


the 
ave 
ast. 
ork, 
vier 
und 
into 
fad- 
ised 
side 
d in 
tter- 
At 
g it 
hich 


| in- 

but 
it he 
king 

him 
O ugh 
»ssed 
{tors 
most 
nand. 


Jorth 
other 
1 has 

will 





June, 1926 


a FUNDA SAAD YS SSSA DMD ASAT SA R22 SATIS SRS 


iS 


{ ETTRZIVSATIIIIITTTNTTTT RZ 


Cleo J. Grobman, manager, Tri-City Window Trim & 
l)istributing Service, 1717 Iowa Street, Davenport, Iowa, re- 
ports exceptional activity in the installation of window dis- 
plays for national advertisers in the ctes of Davenport, Iowa, 
Rock Island and Moline, Ill., where he operates. Mr. Grob- 
man is now handling the accounts of the Window Installa- 
tion Bureau, Inc., in that territory. ~ 

itil 





Ek, Meserve, manager, Window Display Department, Gib- 
son-Snow Co., Inc., wholesale druggists, of Albany, N. Y., 
reports so much activity in the installation of window dis- 
plays for national advertisers in the Albany District that he 
has been forced to refuse further bookings of displays until 
the summer rush has subsided. Charles H. Bailey, formerly 
proprietor of the Hudson Valley Window Display Service at 
Troy, N. Y., is chief displayman in the department. 





C. A. Pierce, of Rockford, Ill., who has been conducting 
a window display service in that city, has combined with 
H. A. Nelson, the expert show card writer, also of Rock- 
ford, and the new consolidated service will be known as the 
Nelson Display and Art Service, with headquarters at 223 
North Main Street, Rockford. The firm will specialize in 
show cards, posters and decorations, in addition to the 
handling of window display installations for national ad- 
vertisers. 





John F. Stewart, who has been display manager of the 
|. M. High Department Store, Atlanta, Ga., for the past 
fifteen years, has resigned, effective June 15, and is starting 
a window display service in Atlanta, which will include the 
installation of displays for national advertisers, in addition 
to the handling of a number of display accounts with local 
merchants. Mr. Stewart has bookings ahead sufficient to 
insure a successful season. 





J. Phil Philibert, who has been associated wth Fred M. 
Stewart in the conduct of the Modern Display Service, 
Montgomery, Ala., has purchased the interest of his partner 
in the business, and henceforth will conduct the service 
alone. He has established headquarters at 28 Lewis Street. 





Alonzo Retzlaff, a well-known displayman of Faribault, 
Minn., who has been connectel with the Faribault Stationery 
Co. is now conducting a window display service covering 
Faribault, Albert Lea, Owantonna, and other cities in that 
Section, 





Art L. Kramer, manager, Window Display Service Co., 
of Sioux City, owa, reports an exceptionally long list of 
window display accounts for national advertisers in that sec- 
tion of Iowa this year, a big increase over former years. 
Mr. Kramer has been conducting a successful display busi- 
ness in Sioux City for several years, and, in addtion to local 
work, handles installation of window displays for national 
advertisers. 





Otto W. Plack, well-known decorator, 335 Crescent Street, 
Harrisburg, Pa., has added a successful window display de- 
partment to his decorating business. Plack has been a deco- 
rator for thirty years and has conducted his own business 
lor the past three years, growing from a small beginning 
to one of the largest decorating firms in Pennsylvania, 
how occupylng a shop 200 feet by 50 feet. Mr. Plack began 
With a capital of $125 and today reports his stock as worth 
More than $18,000. He has filled the need of a window 
display service in Harrisburg and also has become the asso- 
“late of the Window Display Installation Bureau, Inc. 





Notes from the Display Service Field | 
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Howard J. Keating, of the Superior Sign Studio, 93 E. 
Market Street, Corning, N. Y., has been conducting a suc- 
cessful window display department for the past year. About 
the time he began the installation of window displays for 
national advertisers he suffered a severe fall, which has laid 
him up, and now, on the advice of physicians, he has gone to 
Hot Springs, Ark., to recuperate. His business necessarily 
has been closed in the meantime. 





M. Miller, who has been connected with the Elenell 
Stores, of Wichita, Kansas, is starting a window display 
service, with headquarters at 414 South Market Street, 
Wichita, which will embrace the cities of Hutchinson, Arkan- 
sas City, Newton, Wellington, and other surrounding terri- 
tory. 

A. Schnider, formerly of the Kirn Korner Drug Corpora- 
tion, Portsmouth, Va., has opened a window display service 
covering the cities of Norfolk, Portsmouth, Petersburg,’ New- 
port News and surrounding territory, and starts off with the 
installation of Kolynos, Sangrina, Feminex, Drano, Mepsa, 
Iodent, Peterman’s Exterminator and Z. B. T. Talcum Pow- 
der window displays covering the entire territory. Mr. 
Schnider has established offices at 402 New Kirn Building, 
Portsmouth, Va., and is representing the Window Display 
Installation Bureau, Inc. 

Ira W. Cady, who recently established the Window Dis- 
play and Distributing Service at 50 South Division Street, 
Battle Creek, Mich., has added to his territory and is cover- 
ing the major portion of southern Michigan now, with motor 
cars, installing window displays for national advertisers and 
local merchants in the chain of cities embracing Battle 
Creek, Kalamazoo, Jackson, Lansing, Flint, South Haven, 
and a number of smaller cities. 

S. K. Nairin, of Louisville Display Service, 106 East 
Market Street, Louisville, Ky., is now back at his offices 
after undergoing an operation, which, although not serious, 
laid him up for several weeks. Mr. Nairin is handling quite 
a volume of accounts for national advertisers at present. 

Roy S. Clark, manager of the Window Display Service, 
Rochester, N. Y., has moved from 185 University Avenue 
into new quarters at 207 Ravine Avenue. 

Window display service firms throughout the country are 
now starting on the huge Flit window display campaign for 
the Standard Oil Co. More than 50,000 displays will be in- 
stalled by service firms on Flit this year. 





H. H. Hoke who operates Hoke’s Display Service, 203 
Mutual Building, Charleston, W. Va., now takes in the entire 
state of West Virginia in his itinerary, and goes as far east 
as Roanoke and Lynchburg, Va. Mr. Hoke has seven 
efficient displaymen on his staff now, each operating a dis- 
play truck and making regular trips through the territory. 
He is the associate of the Window Display Installation 
Bureau, Inc., for the state of West Virginia, with the excep- 
tion of Huntington, and also covers Lynchburg and Roagoke, 
Va., for the bureau. 





C. E. Brown, operating the window display service at 
Beaumont, Texas, has been compelled to move to larger 
quarters at 451 Orleans Street. He has purchased the Artis- 
tic Window and Show Card Service, which will be incor- 
porated with his present business and equip him to offer a 
complete service to both local and national advertisers. 
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“NAD Service for Advertisers” 


BOSTON 


and Points Within 100 Miles 
Window Displays Sign Painting House to House 
Installed and Placing Distributing 


National Advertising Distributors 
45 WINSLOW STREET BOSTON, MASS. 


A Complete Window Display Service for National Advertisers 


COLUMBUS, OHIO 


100 Drug Store and 250 Grocery Windows Available. 


F. ALTMAN & SON 
139 East Rich St. Bell Phone: Main 7756 
Associated with Window Display Installation Bureau. 


TUCSON, ARIZONA, AND VICINITY 


FRED I. CODD ADVERTISING SERVICE 
P. O. Box 1681, Tucson, Ariz. 


A complete Window Display Service for National 
Advertisers. House to house distributing. Personal 


PHILADELPHIA 


and surrounding points. 
Window Displays Delivered and Installed for National Advertisers. 
We Specialize in an “ALL YEAR ROUND” Service. 
Associated with Window Display Installation Bureau. 
Installation Capacity 500 Displays per week 
Four Further Information and Quotations Write to 
SAMUEL J. HANICK, 1214 Race Street, Philadelphia, Pa, 














Place Your Window Displays in 
Eastern Indiana With 


FORKNER ADVERTISING SERVICE 
ANDERSON, IND. 


We Cover Anderson, Marion, Elwood, Muncie 
and New Castle 


BUFFALO 


350 Drug Store and 850 Grocery Store Windows 
Available. Consult 
E. Preston Browder, 


WINDO-CRAFT DISPLAY SERVICE 
35 North Division St. Buffalo, N. Y. 


NEW YORK 


NEW JERSEY—CONNECTICUT—PENNSYLVANIA 
Window displays delivered and installed for national advertisers. 
Market analysis—Surveys—Sampling, etc. 

Write for data and references. 


ACME WINDOW DISPLAY SERVICE 
H. J. Cox, Manager, Formerly with the Woman’s Home Companion 
246 Fifth Avenue Telephone Ashland 9600 New York City 











Complete Window Display Service for National Advertisers 


Cleveland, O.—Pittsburgh, Pa.—Toledo, O. 


SURROUNDING POINTS 
Campaigns Planned—Guaranteed Service 


WHITMER DISPLAY SERVICE 
Ellastone Building Cleveland, Ohio 


PIONEER DISPLAY SERVICE 
FRED W. WEBER 
INDIANAPOLIS, IND. 


A complete merchandising service put on in conjunction with 
your display campaign. Write for data and references. 
Member Chamber of Commerce, Advertising Club, Better Busi- 

ness Bureau. 
Offices: 824 Continental Bank Building 
Member, Window Display Installation Bureau, 








LOS ANGELES 
LONG BEACH—HOLLYWOOD—PASADENA 


A Complete Window Display and Merchandising Service 
for National Advertisers. 


9 e e e 
Stevenson’s Window Display Service 
OFFICE: 577 WALNUT AVE., LONG BEACH, CALIFORNIA 
Associated with Window Display Installation Bureau. 


NORTH CAROLINA 


Where Prosperity Reigns 
A Complete State-Wide Display Service for National Advertisers 
Associate with Window Display Installation Bureau 


J. M. UPCHURCH 


Display Specialist 
907 W. Lenoir St. 





Raleigh, N. C. 


ABEGGLEN’S DISPLAY SERVICE 


822 S. Weaver Avenue 
SPRINGFIELD, MO. 
A complete window display service for national 
advertisers. 


Associate of Window Display Installation Bureau 


ROCHESTER, MINNESOTA 
in the State With 10,000 Lakes 


Has the Window Service You Want 
The Oldest Service in the State 


Rochester Window Service 
802 Fourth Street, S. E. N. K. Markle, Director 


FT. WORTH, TEXAS 
WOOD ADVERTISING SERVICE 


_ Statistical Surveys—House-to-House Distributing 
Window Installation Service for National Advertisers 
60 Drug Store and 100 Grocery Windows Available 


207 Renfro Bldg. P. O. Box 181 


ST. JOSEPH, MO. 


and Vicinity 


MEYER WINDOW SERVICE 
315 Schneider Bldg. 


Window displays delivered and installed for National 
Advertisers. Fine Show Cards for Displays. 


SEATTLE 


Complete window trimming campaigns in Seattle and outside 
territory from Bellingham to Olympia. Sketches furnished. Scenic 
Artist. Process Plant. Booths, Floats and Halls trimmed to order. 


PRATHER-MARQUIS CO., Inc. 


Office: 405 Douglas Bldg.—Elliott 6780 
Plant: 1401 Dexter Ave.—Garfield 8460 
SEATTLE, WASH. 


ALL OVER WEST VIRGINIA! 


Complete window display service for national adver- 
tisers by competent, intelligent displaymen; service and 
quality guaranteed. 


The Palette Advertising Service 
321 Wolk-Teitelbaum Bldg., Clarksburg, W. Va. 























It Is Our Business to Help Your Business 


MERCHANT’S WINDOW DECORATING 
SYSTEM CO., Inc. 
375 Marlborough Road, Brooklyn, N. Y. 
Telephone: Buckminster 5010 J. G. Waters, Pres. 


Autos covering New_York City, Brooklyn, Long Island, New 
York, and New Jersey suburbs surrounding Manhattan. 
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The Honor Roll of Display Specialists 


The DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel. 












Manufacturers’ Window Display Service 


Covering for 
STATE OF CALIFORNIA National Advertisers 
CAMPAIGNS A SPECIALTY—STEADY SERVICE 
Any Part 
THOMPSON & PARMLEY 
1128 SENTOUS STREET, LOS ANGELES, CAL. 


J.D. WILLIAMS DISPLAY SERVICE 


Brooks Building, Jackson and Franklin 
CHICAGO 


Advisor in National Campaigns—Local Display Service 
Complete Service for National Advertiser 


Manager, J. D. Williams 








A Complete Window Display Service for National Advertisers 


CLEVELAND, OHIO 


AND VICINITY 
Window Displays Installed—Displays Designed 
Show Cards and Backgrounds—Commercial Art 


CLEVELAND WINDOW DISPLAY SERVICE 
1386 WEST SIXTH STREET CLEVELAND, OHIO 
Associated with Window Display Installation Bureau 








PHILADELPHIA and PITTSBURGH 


Complete Display Service Throughout 
Pennsylvania, New Jersey, Maryland and Delaware 
For National Advertisers and Local Merchants. 


W. H. LINGENFELTER 


5931 Windsor Ave., PHILADELPHIA, PA. 


TEXAS and LOUISIANA 


Complete Display Service Covering 


Beaumont, Port Arthur, Orange and Lake Charles 
For National Advertisers and Local Merchants 


C. E. BROWN 


WINDOW DISPLAY SERVICE 
451 Orleans St., Beaumont, Texas. P. O. Box 944 


Associate Member Window Display Installation Bureau, Inc. 


CHICAGO 


Chicago Window Display Installation Service 
179 N. Wells St. Chicago, Ill. 


An Efficient Window Display Service for National 
Advertisers, in Chicago, and Surrounding Territory. 








Associate of Window Display Installation Bureau, Inc. 








Earl P. Kleppinger, Homer Grimes and Stanley Bullard 
were awarded the contract for the decorations for the River 
Parade and Venetian Carnival to be held at Beatrice, Neb., 
July 27. This is a very pretentious affair and will require a 
large supply of decorative materials. The floats will be the 
equal in decorative treatment of any seen at the country’s 
largest carnivals. 





Will S. Wood, Wood Advertising Service, Ft. Worth, 
Texas, reports his city in a most prosperous condition. Many 
new buildings are being erected, the city is spending about 
9,000,000, and the crop forecast is best ever. Accordingly, 
that city offers a splendid sales market and Mr. Wood ex- 
pects national advertisers to include his city in their sales 
jlans. His extensive experience in display, advertising and 
sles promotion work especially fits him to execute window 
display contracts to the utmost satisfaction of the advertiser. 





The Financial Window Display Co., 2611 Eastlawn Ave., 
Detroit, Mich., is specializing in window displays for banks. 
(A. Betteridge is manager of this concern. 





#L R. Spangler has located at 1949 Main Street, Jackson- 
ville, Fla., and will specialize in an entire line of equipment 
and accessories for window and store front advertising. Mr. 
Spangler advises that he would like to take on a number 
of additional agencies for decorative materials. 












Grossman Display Service is the new name of the former 
splay service known as Grossman & Scardefield, John S. 











Scardefield have severed his connections with this concern 
prior to May 1. Herbert Grossman is sole proprietor and 
has established new offices at 313 Prefessional Building, 
Pittsburgh, Pa. 





A. H. Olson has established the Wind-o-Display Service, 
1622 Fourth Ave., Seattle, Wash., and will specialize in both 
local and national display work. 





Max R. Herzberg, manager Herzberg Display Service, 
Toledo, O., writes that business has been improving and that 
he expects to handle a large volume of display installations 
during the summer and autumn. 





W. M. Williamson has joined the organization of Carl 
Percy, Inc., New York City, producers of window displays, 
as assistant production manager. Mr. Williamson was for- 
merly with Calkins & Holden. 





Display Manager Langsford, Western Auto Supply Co., 
Los Angeles, Cal., is planning some unusual backgrounds 
for the fall windows of their entire chain of stores. 





Paul Pinney, display manager, California Packing Corp., 
Los Angeles, Cal., distributors of Del Monte products, is 
on a vacation trip to the Orient. 





The Lawson Window Display Service, Los Angeles, Cal., 


has just completed a window campaign for Melba products 
and several hundred showings for Squibb’s products. 
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An Exhibit That Showed Parke-Davis Drugs’ Place in Detroit Industry 
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of nearly ten miles. Over 51,500 square feet were used 
for the 2,500 exhibits of Detroit—made goods, which 
found their means of presentation to the teeming thous- 
ands of the great industrial city through the media of 
store windows. 

Merchants vied in their efforts to boost their home 
city and to produce displays that would demonstrate 
Detroit’s leadership in the manufacture of stoves, drugs, 
adding machines, vacuum cleaners, as well as auto- 
mobiles. 

The advantage gained by this publicity was proved 
by the rapid strides of the teams charged with the con- 
duct of the campaign. A goal of $250,000 as an expan- 
sion fund for the Chamber had been set, and by April 
19 $200,000 had been subscribed. 





Iowans Sweep Radio Contest 


Two Thirds of Stewart-Warner April Prizes 
Garnered by “Cornhusker” Windowmen 


HE idea that tall corn is the only thing grown in 

Iowa is altogether erroneous, in view of the out- 

come of the April Window Contest,’ says the 

editor of the dealers’ publication, issued by the 

Stewart-Warner Corp., Chicago. In view of the number of 

prizes gathered in by Iowa contestants the Iowans have 
good reason to confirm his statement. 

The window display installed by Jack Fink, in charge of 
the radio display for Chapman Brothers, Des Moines, Iowa, 
won first prize in the Stewart-Warner contest. “Broadway 
Out o’ Doors,’ New York City, carried off the second award, 
while the third badge of merit went to the Anderson Furni- 
ture Co., Des Moines. 

The committee of judges scratched their heads for awhile 
and finally decided to give honorable mention to the entry 
of Kelly Bros., Davenport, thus making the month’s com- 
petition an all but all-Iowa triumph. 

Of the display submitted by Mr. Fink, W. L. Stensgaard, 
manager of display advertising for the Stewart-Warner 
Corp., said that it was one of the most effective that he has 
ever observed. He will use it as an example for radio win- 
dow display throughout the states. 





TURNING A PACKAGE INTO A DISPLAY 

All bromo quinine one-dozen containers have an easel on 
the back so that the druggist can place the container on a 
counter or show case, if he desires. “According to reports 
received from our salesmen, many druggists, particularly 
those in small towns, display the one-dozen container,” says 
RO. Cottam, of the Paris Medicine Co., St. Louis, Mo. 

The cost of placing the easel on the back of these con- 
lainers is, of course, very small, and if only a small per- 
tentage of the druggists display the container we are well 
paid for this small additional cost. 

We have never made any attempt to check up the number 
ol druggists who display the bromo quinine container, and 
because of the very low cost of placing the easels on the 


back of the containers we have not been interested to that 
extent, 





GOLDMAN’S OPEN NEW STORE 
Julian Goldman, Inc., Scranton, Pa., have held the for- 
mal opening of its new store, attracting a long throng of 
hoppers. This is in line with the vast amount of new con- 
‘ttuction for retail stores throughout the country, as the 
modern store front and show windows become more essential 
0 retail success. 





NEWBERRY CO. IN NEW HOME 
The J. J. Newberry Co., Cohoes, N. Y., is now in its 
Tew building with frontage on Remsen and Newcomb streets, 
Making it the most modern establishment in that city. The 
TeW store repreesnts an expenditure ‘of $100,000. 
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The Sensation of Europe 
SHINES ALL NIGHT 


sa ae 


| RADIANA | 


bAx o ——— 





ail 
REC U.S.PAT OFF. 


PAINT -. 


Imported from Paris 


Makes Window Displays and Advertising 
Signs Glow Brightly in the Dark and 
Work 24 Hours a Day. 

COMES IN FIVE COLORS: 

Red, Yellow, Green, Orange and Gold 
RADIANA Can Be Applied to Anything 


HAS A THOUSAND USES 


A Few Uses Are as Follows: 








Art-embroidery, Advertising-signs, Automobile-accessories, Din- 

ner-favors, Exit-signs, Flovers, Fancy-boxes, Fancy Dress 

Costumes, House-numbers, Jewelry, Lamp-shades, Magical- 

effects, Outlines on Buildings, Docks, Yachts, etc. Pictures, 

Post Cards, Programs. Printed-matter, Place Cards, Road Sig- 

nals, River Buoys, Statues, Stage Effects, Toilet Articles, 
Textiles, Window-displays, etc. 








For Sale by the Principal Paint Dealers Everywhere 
WRITE FOR LITERATURE 








The Radiana Corporation 


Importers and Sole Distributors for United States and Canada 


General Offices, 41 Union Square West 


Telephone NEW YORK, 
Stuyvesant 0222 N.Y, 


Cable Code 
RADIANACOR 


New York 














Designers and 
manufacturers 
of valances— 
draperies o f 
the better kind. 
Samples sent 
on request. 





Cleveland Decorative Works, Inc. 
1260 W. 9TH ST. CLEVELAND, O. 





,ARTWA 








STUDIOS 


304 W. 34th Street 


SCENIC ARTISTS NEW YORK CITY 
Dye Artists on Textiles; 


SILK BANNERS 
Quantity Sign Process- 
SALE BANNERS ing; Backgrounds, etc. 

















“SOL” FABRICS 


WW 
Wf Brilliant—Vivid—Beautiful 
S$ B Insure Displays of Unobtrusive Excellence 


ZF ~ S. M. HEXTER & CO. 
FERRIC \ Sole Owners 
BRIGHT AS TAG PUN MRARS FOR veans CLEVELAND, OHIO 

New York Office: 1140 Broadway 
























THE WORLD’S MOST BEAU- 
TIFUL STAGE SETTINGS 


For Rent = 22, stace sernx 
AMELIA GRAIN, Philadelphia 

















Established 1890 Absolutely Reliable Service 
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That He Who Runs May Read 


Brevity and Clarity Should Enable Show Cards to Thrust Their 
Message Upon the Hastiest and Least Concerned Shopper 


By. LOUIS SITNER 
Display Manager, Boylan-Pearce Co., Raleigh, N. C. 


HE show card is the connecting link be- 
tween passing interest and decision to 
buy. Informative, it serves as a means 
of gauging cost, which, in the main, is 
the principal factor in completing the 

sale. It should be artistic, symmetrical and colorful 
enough to rivet attention, but its chief requirement 
is brevity. ‘Name the goods and tell the price so that 
he who runs may read.” 

This has been my practice and the mechanics of 
the plan are simple. Good board is the first essential. 
The board is a part of the “picture.” In color and in 
finish it should contribute much to final appearance. 
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I make a distinction between “show cards” and 
“price cards.” The former may be ornamental; at- 
tractiveness is their chief requisite. But the “price 
card” is purely a sales help and its message is its all. 
Good, plain, clear lettering, bold and assertive, is its 
primary need. 

Always aim to get individuality and originality 
into your show cards without sacrificing correct de- 
sign and legible lettering. The layout is your chief 
medium for this attainment and there are an unlimited 
number of variations that will produce pleasing and 
distinctive effects: First, the message; next, effective 
means of expression. 


~ ; 
Pasnions 


for the 
coming 
0 


season 


of Recent Cards by Louis Sitner, Display Manager, Boylan-Pearce Co., Raleigh, N. C. 
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A letter from an Idaho Card Writer the land (Me.) Sign Painter, who was just as 

other day told of the “amazing results” enthusiastic. And when a Texas letter came 

achieved from “Perfect Stroke” Brushes in last week praising ‘‘Perfect Stroke ’—the 

and Supplies. The same mail brought an author being a well-known Display Man— 

unsolicited recommendation from a Port- we concluded it was time to “tell the world.” 
WE ARE ALWAYS 
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AT YOUR SERVICE Fertect 


ON ALL ORDERS TRADE MARK REGUS PAT.OFF. 


LA ae te BRUSHES ano SUPPLIES 
MERELY WANT TO _ Honest, now, you can’t beat ’em. Spring, Summer, Fall, Winter, they perform like the 


“TALK THINGS tried and trusted servants they have always been, doing a big day’s work every day—taking 
OVER.” the minimum time for maximum results. You simply must know all about them, so send for 


Spic-Span New Catalog No. 13 


gives all details; ask us to send copy. 
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Smith, Louis Saks Clothing Co., Birmingham, Ala. 





Timely Show Cards Produced by C. B. 









and supplies for the 
card and sign writer. 
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Legibility The Chief Need 


Variety, Novelty and Layout Are Valuable 
But Subordinate to Lettering 


By C. B. SMITH 
Card Writer, Louis Saks Clothing Co., Birmingham, Ala. 


F card writers for retail stores would bear in 
mind that legibility is the greatest asset of 
effective display cards, they would achieve 

. far better results. Variety, novelty and 
original layout are very important, but care should be 
exercised that in achieving these the lettering should 
not be sacrificed. 

The show cards reproduced on page 54 are typical 
examples of the styles used by our store and have 
proven very effective. 

I always endeavor to make the lettering as bold 
as consistent with the message that is to be told, 
taking into consideration the color of the cardboard 
and the layout adopted. 

You will note that despite the bold lettering, an 
interesting repertoire of layouts is obtained, for show 
cards must always have a note of distinction and new- 
ness that only a wide range of design will afford. 

Another matter of importance is that of white 
space, by which I mean the area of the lettering as 
compared to that of the entire show card. Don’t be 
afraid of wide borders, for many an otherwise ex- 
cellent show card is ruined by crowding. Bear in 
mind in this connection that the message on the show 
card should be telegraphic, as brief as possible, for 
the function of the show card is to deliver a sharp 
impression to the hurrying passersby, whose atten- 
tion must be arrested. The passing public are not 
voluntary window shoppers; it must be sold the dis- 
play as only a forceful, legible and attractive display 
card can do. 

To make show windows pay bigger returns more 
attention should be paid to the show cards, for they 
are the silent salesmen that force the customer into 
the store. See that your show cards put the sales 
message across—boldly, forcefully and emphatically. 


PACIFIC COAST ENLISTS COLLEGIATE AID 


Another step forward for displaymen has been taken by 
the Pacific Coast Association of Display Men. At the in- 
stance of the committees which are planning the association’s 
convention, which is to be held September 20, 21 and 22 at 
Seattle, members of the faculty of the University of Washing- 
ton have agreed to participate and to discuss several phases 
ot display problems. 

That this action will have far-reaching results is the con- 
Clusion of Ralph Pfister, chairman of the educational com- 
mittee, who asserts that west coast leaders view the in- 
‘tructors’ contribution to their gathering as recognition of 
the strategic position which the windowman holds in modern 
merchandising. 

A feature of the convention will be presentation of a 
“Bulova” white gold wrist watch to the winner of the demon- 
‘tration contest. To enter this it is necessary to submit a 
tough sketch of the display which is proposed, the demon- 
‘trators being chosen from the entries showing the most un- 
Usual ideas. Any kind of merchandise may be used, the 
Main qualifications being a unique display, technically cor- 
fect, and good workmanship. 

The watch, which will be the- capital prize, is offered 
through the courtesy of Henry Stohlton. 
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“Thirty Shades in 
High Quality 
Art Poster Board 


Highly Adapted for 
Speed in Both Pen 
and Brush Work 


Jend for Jample Folder 


crestENT) Brand 


-we announce the addition of 
our new STARBURST LINE of Poster 
Boards in Six Stunning New Colors 


CHICAGO sexs COMPANY 


S66 W. WASHINGTON BLVD. CHICAGO 
Originators of New Colors and Finishes in Poster Boards - 








Is your Display Department properly equipped with a 
WOLD AIR BRUSH OUTFIT? Good tools are essential 


for good results. 
For 35 years we have made Air Brushes, and when better ones are 
made we will make them. 


ilieed oa LE WOLD AIS BRUSH MF@co. 


Ask for a catalog of “THE AIR BRUSHES 
WITH THE GOOD REPUTATION.” 


» ©THE WOLD AIR BRUSH MFG. CO. 
2173 N. California Ave. Dept. 4, CHICAGO 












EVERY WINDOW DRESSER 


Needs PEERLESS DISPLAYERS 
First Quality 
Plate Glass Shelves, Ovals, Squares, Circles and Oblongs 
Edges Ground and Polished—%-Inch Thickness 
WRITE FOR FOLDER SHOWING SIZES AND PRICES 
PEERLESS DISPLAY DEVICE CO. 
19 WEST 24th STREET NEW YORK CITY 








IT’S A WINNER! That’s what they all say about 


“NUARTCHROME” 


Nuartchrome is applied to backgrounds in our own studios by 
special process, any color. Specify ‘“Nuartchrome” finish on 
your next background, order now for early delivery. Back- 
grounds made to order. Send diagram. 


THE SCHLICHER STUDIOS 


32-34 N. Main St., Fond du Lac. Wis. 











WINDOW DISPLAY FABRICS 


Of All Description at Low Prices 


METALINE VELOUR VELVETEEN 
LLAMA RAYON PLUSH SATIN 
A. SOLOMON 


NEW YORK CITY 


1123 BROADWAY 
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STORE EQUIPMENT DIGEST 


Fixtures --- Show Cases --- Store Fronts --- Plans --- Equipment 
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Stretching Out Frontage Space 


Little Rock Store Illustrates Methods for Deriving the 
Utmost From Its Breadth Through Shallow Recessing 


HAT twenty-six feet of frontage may be 
constrained to yield a much larger extent 
of window space without resort to the 
deeply recessed type of front has been 
demonstrated by the Tuttle Scott Stores, 

Inc., through the devices employed in equipping their 
new store at Little Rock, Ark. 

The unit established in the Arkansas metropolis is 
housed in a commodious storeroom with a depth of 90 
feet. The 2,000 square feet of floor space are barely 
sufficient to meet the requirements of a shoe concern 
catering to as diversified trade as has been developed. 
Long tiers of seats render it possible for the staff to 
serve fifty or more patrons simultaneously while mirrors 
placed along the floor at convenient intervals enable the 
buyer to quickly grasp the style and appropriateness 
of the footwear offered. Ceilings and upper walls in 
cream tones, assist in producing adequate illumination 
minus glare. 

The value of the frontage has been conserved by 
the installation of three windows, one of these being 
of the island type, flanked by two entrances. The 
vaulted lobby in which these are placed adds to the 
interest which these well lighted display vehicles create. 


Broad and capacious, they afford the windowman vol- 
umes of space for arrays of the best of the store’s offer- 
ings, the ceiling lights concealed behind the rich valances 
casting a warm glow over the masses of merchandise 
presented forcefully through batteries of pedestals and 
kindred fixtures. Permanent backgrounds in oak fin- 
ished in light gray insure window magnetism through 
the ocular appeal of this restful color. 

The new front installed by Hens & Kelly, Buffalo, 
N. Y., incident to the opening of their remodeled store, 
has a stretch of one hundred feet facing the main thor- 
oughfare, fashioned with an Arcade design, featuring 
two islands about twenty-six feet long. Directly be- 
hind the islands is a continuous row of windows, unob- 
structed by a single post or beam, their backgrounds 
built of Zenitherm resembling caenstone in appearance. 
Three French doors with mirrored panels are placed 
on each side of the back row. The floors are also of 
Zenitherm in tan and black block design. On the side 
street there are eight windows each with a stretch of 
sixteen feet. , 

Of particular interest is the fact that the present 
building was erected on the same site occupied by the 
old structure without the loss of a single day’s business. 





View of the New Tuttle-Scott Store, Little Rock, Ark., Showing Arrangement Which Increased Frontage 
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Miniature Cut-Outs Atop 
Feminine Artists Evolve Poster 
Series With This Departure 
An exceedingly unique window display poster, approxi- 
mately 26 inches high, recently displayed by James McCreery 
& Co. New York City, is especially suitable for fabrics and 
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‘ol- 

er- Specimen Posters Showing Surmounting Cut-Outs 

ces dress goods sales. These placards introduce the figure in 
” miniature cut-out built up from heavy card board, and per- 
‘ mit a duplicate of the hat or frock featured by using the 
ind material of which the garment has been made. The 8x10 


n- inch display card is left blank for appropriate wording, 
igh prices, etc. These figures were designed and patented by 
Marjorie Siguer and Esther Duckwall, who conduct a studio 
at 110 West Thirty-fourth Street, New York City, under 
the name of Art Ads, and are sold under exclusive contract 





















re, to one store in a city. They may be had in units of two, 

or- four or six, and provide for the usual monthly window. 

ing 

be- Motor Suspended by Stocking 

ob- (Continued from page 11) 

ids {ithe window, emphasizing the severity of the test and the 

ce. Mrange of color in which the stockings were available. 

ced To the right and left of this oval, flanking the line of 

Ol BMvision, were grotesque “Blue Crane” ornamentals, the 

1 le blue of their bodies being given contrast by yellow 

ol feet and red combs. An arrow, suspended beside the 
motor, appeared in pure white with lettering in vivid 

ent @ired. Pedestals, on which were arranged drapes of 
hosiery, were placed in the corners, their ivory tone 


the 


o<4 
Ww 
w 


receiving the full benefit of the contrast afforded by the 
black panels against which they were displayed. Clus- 
ers of tan flowers on the right and left panels merged 
the tops of these into the blue of the upper hangings. 

The background screens were of wood construction 
and were covered with black satin. Fashioned in eight 
sections, they were easily installed and as easily re- 
moved. The same objective was obtained, insofar as 
the floor panels were concerned, through devising them 
in small units so that they could be introduced and with- 
awn without material difficulty. 





Utility Shoe Suggestions 

(Continued from page 15) 

ing over the shoes for the occasion, and if men’s wear 
lerchants and shoe stores would co-operate more closely 
‘making frequent trims of this kind, I believe they 
vould do a great deal toward increasing style conscious- 
“ss on the part of men. | 

_the accentuated display value of the shoe, in my 
pinion, 's derived from the relations which it bears 
F the o1 ‘er goods. It ceases to be a nice shoe, and 
‘comes 1 HE SHOE that must, be had if the proper 
ype of aitire is worn for the occasion portrayed. 
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Your Money 
Refunded 


The Paasche Airbrush is 
sold with a money-back 
guarantee. If it is not per- 
fectly satisfactory, return it 
to us. Send for new de- 
scriptive catalog today and 
learn why thousands are 
using Paasche equipment. 


Bigger Profits 


| agree ig Airbrushes give sign painters and 

display card writers bigger profits because 

they do more and better work. They help 

bring repeat orders. These airbrushes are 

durable and are easy to operate. That is why 

they are popular with show card writers and 
sign painters all over the country. 


easels Merbrush be: 





1902 DIVERSEY PARKWAY CHICAGO 
New York Cleveland, O. Milwaukee, Wis. 
418 Perry Payne Bldg. 868 39th St. 


54 Dey St. 


Los Angeles, Cal. 
411 Douglass Bldg. 


Toronto, Ont. 
64 Front St., W. 
DW6-Gray 

















SILK PLUSH 
and VELOUR 


Cut in Required Length 


Avoid waste of yardage, time and labor. You can 
get your plush in any desired color from us in 24, 
36 and 50-inch width, cut to specified lengths. 


“Prompt Deliveries” and “At Right 
Prices” Are Our _ Slogans. 


NATIONAL DISPLAY FABRICS CO. 
7 West 3rd Street New York City 























VALANCES 


OUR SPECIALTY 


Give us a description and lay- 
out of your store front and 
the type of trade you cater to 
and we will design the proper 
valance for you; no charge for 
this service; also a complete 
stock of silk plush. Write for 
price. 


KARL L. B. ROTH 


Manufacturer and Designer 
FINDLAY, OHIO 
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Will You Help Preach the 
Gospel of Window Display? 





It requires no effort on your part; merely your 
desire to aid in enlarging and developing this 
wonderful medium of advertising and merchan- 


dising. 


Simply order a set of the slogan cuts—only 
$1.00 for a set of two sizes—less than their 
regular cost—and use them on your advertising 
literature, stationery, etc. 


It affords an effective and dignified means for 
the concentrated tie-up of all manufacturers and 
concerns catering to the display field. 


This slogan and emblem is the result of the 
realization of the publishers of The DISPLAY 
WORLD that the interests of the entire display 
field can best be exploited and promoted by a 
national unity, as can only be done by means of 
a slogan or emblem of this type. 





Order Your Set of Electrotypes 
Today! 


Price, $1.00, Postpaid 





The DISPLAY WORLD 


Cincinnati, Ohio 
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China Doll Vogue in Figures 


Fad of Louis Le Grand Period Revived 
By Convention Exhibits 


LORIFIED china dolls will enter the leading store 

displays shortly as the result of the sensational! 

exhibit of new wax forms produced by J. R 

Palmenberg’s Sons shown at the I. A. D. M. con- 

vention. The creation of Leopold G. Schmidt, wax figure 

sculptor, this adoption of Dresden china doll effects to 

modernized fix- 

tures is one of 

the surprises of 
the gathering. 

In creating 
these new styles, 
Mr. Schmidt 
delved deep into 
the history of the 
Dresden wares 
and brought to 
his assistance in 
his experiment 
and research the 
services of his 
brother, a_ for- 
mer craftsman of 
the Meissen fac- 
tories,located 
near Dresden. 

It was dis- 
covered that, al- 
though many 
pieces of the old 
Dresden china 
art were highly 
colored, the orig- 
inal Dresden 
china was of a 
pure white glazed 
surface. In de- 
veloping these 
new figures, Mr. 
Schmidt adhered 
strictly to this 
principle. 

This. glazed, 
pure white sur- 
face on porcelain 
was__ originated 
in Europe by Jo- 
hann Friederich 
Bottger in the 
early part of the 
eighteenth  cen- 
tury at Dresden 
in Saxony. An 
alchemist of ver- 
satile ability, Bottger had for a number of years been work- 
ing on that age-old pursuit of transmutation of base metals 
into gold for the roistering and lavish-handed Augustus II, 
surnamed the Strong, of Saxony. ; 

Failing in this, he turned his attentions to porcelains, 10r 
Augustus II was a great admirer of Chinese porcelains, up to 
that time imported at great expense. He succeeded so well 
in producing the reddish brown Oriental porcelain that Au- 
gustus II forgave him his futile attempts at alchemy and 
encouraged his efforts by lavish support. ; 

In 1710 Bottger produced the white porcelain which on 
to become generally known as Dresden china. This process 
was regarded by Augustus II as a secret too valuable to be 
allowed freedom of practice, so he established Bottger ™ 
veritable prison factory a few miles from Dresden. This fac- 
tory laid the foundation of the famous Meissen factories. 

As the highest artistic culture of the period was then 
centered at the court of Louis XIV, it was not long before the 


New Dresden “Doll” Figure 
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French influence became evident in the porcelains of Meissen. 
For years these famous factories produced works of art that 
hecame scattered over the whole world. Prosperity reigned 
at Meissen until the breaking of the Napoleonic wars. De- 
cadence set in soon after and Meissen factories lost much of 
their prestige. It took many long years to rebuild their repu- 
tation, and it is even claimed by some that to this day the 
quality of work has never equaled their former productions. 
' During this gradual evolution of Dresden chinaware, 
colors crept into the designing and permanently established 
the famous cobalt blue of Saxony. As the intensity and va- 
riety of colors increased, the original pure Dresden china 
white came near extinction. 

What are probably the most famous examples of Dresden 
china dolls are known as the “Crinoline Groups.” These 
groups are supposed to have been inspired by the Countesss of 
Cosel, mistress of Augustus II, and traditionally considered 
as the Pompadour of Saxony. The charm of these little ro- 
mantic groups soon gained for them a universal popularity, 
and, though the tradition of their inspiration persisted down 
through the years, the facts were never authenticated. Al- 
though Dresden china was produced in many other pieces 
besides the delicate little doll-like figures, it was, un- 
doubtedly, as such, however, that it received the widest 
recognition. 

In limiting himself to the pure white glazed finish, Mr. 
Schmidt has achieved a delicacy and effect that is repre- 
sentative of the original Dresden china doll. The highly 
polished surface is the best reflector of the beauty of model- 
ing, line and form of these figures. To develop this finish 
over wax was a task that required considerable experiment- 
ing and research. Having produced the beautiful in a Dres- 
den china wax finish, the next step was to make it practical 
for everyday window display, permitting of easy washing 
and polishing. 

The beauty of these new figures is only equaled by their 
practicability, for they are mounted on special Palmenberg 
bodies, and, as with the conventional wax figure, the head 
and arms are detachable. Instead of natural implanted hair, 
however, the hairdress is of wax and modeled into the con- 
tour of the head. Pure white in color, the wax is finished 
with a highly glazed surface, suggestive of china and de- 
cidedly good-looking. The bodies are constructed of papier 
mache covered with white jersey, and the limbs are white 
enameled to the thighs. 





EXPOSITION BOOTHS BY FINE ARTS COMPANY 


Among the prominent buildings and booths erected at the 
Sesquicentennial Exposition, now being held at Philadelphia, 
Pa, by the Fine Arts Papier Mache Co., 149 West Twenty- 
iourth Street, New York, were the Royal Baking Powder 
Co.'s display and that of the Baltimore and Ohio Railroad. 
This organization specializes on display work for depart- 
Ment stores and national advertisers for holiday and sea- 
sonal events, from the conception of the design in their art 
(epartment to the completion of the order. 





EIGHT NEW STORES FOR PENNEY CHAIN 


Eight new stores will be opened by the J. C. Penney Co., 
the majority of these being in the Northwest although the 
Southwest and the ,New England states will also receive 
attention. Laredo (Texas), Holdenville (Okla.), Brenham 
(Texas), Eveleth (Minn.), Monroe (Wis.), Crosby (N. D.), 
Crosby (Wis.) and Marlboro (Mass.) are the localities of 
the new establishments. Remodeling of stores at Elgin (lIIl.) 
= Fargo (N. D.) is also in progress. The latter store will 
‘ave windows twenty feet deep. 





STIX-BAER-FULLER BASEMENT REMODELED 
Pi several months of remodeling and rearrangement, 
downstairs store of Stix, Baer & Fuller, at St. Louis, has 
“ie lormally opened. Changes which have been made 
— the approval of the initial crowds. Conspicuous 
aiterations are modern fixtures, marble floors, new lighting 


methods, and new electrically lighted cases for jewelry and 
leather goods, 
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SOO 


Cities of the United States 


CAN BE COVERED WITH 


WINDOW DISPLAYS 


THROUGH 


ONE AGENCY 


SAVES YOU, TIME and EXPENSE, 
RELIEVES YOU of the ANNOYANCE 
of DETAIL and CORRESPONDENCE 


ALL DISPLAYS GO IN 


Write or wire for list of cities and other 
information 


Window Display 
Installation Bureau 


Executive Offices: 


22-23 Pickering Bldg. Cincinnati, Ohio 























SHOW CARD 
WRITING 


By JOSEPH BERTRAM JOWITT 
This is the first and only practical book on show 
card writing written from the retailers’ angle. 
Mr. Jowitt, the author, is internationally known as 
an expert teacher and practical show card writer. 
This course is written in understandable language 
that either the clerk or proprietor can with but 
regular practice, master show card writing. 
Why pay for expensive interior or window display 
cards or price tickets? 
Why use poor show cards when this art is so close 
to your pocketbook? 


ONE HUNDRED AND FIFTY-ONE 
ILLUSTRATIONS 


Showing actual methods in their respective stages 
from the first stroke to the finished line. Giving 
examples of the finished cards. Telling material 
necessary—all that is needed to learn practical Show 
Card Writing. 


PRICE, $2.00, POSTPAID 
Cash With Order or Sent Parcel Post C. O. D. $2.10 
ORDER TODAY 


DRUG STORE MERCHANDISING 
Book Department 


2058-2060 NORTH WESTERN AVE. 
CHICAGO, ILL. 
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Chicago Monthly Display Review 
Visiting Displaymen at Convention Will Find Offering of Windy City 
Designers Diverse in Conception and Development 


By J. DUNCAN WILLIAMS 
Special Correspondent, The DISPLAY WORLD, Chicago, Ill. 


HERE will be much in store for the displaymen 
who will be in attendance at the twenty-ninth 
annual convention of the I. A. D. M. Particu- 
larly will this be true with those who may 
never have visited the city before; and those 
who have made the pilgrimage, either few or 

many times, will not be disappointed. 

The writer will never quite forget his first visit to Chicago, 
more than'twenty years ago. The great anticipation weeks 
before was met with an even greater realization upon view- 
ing for the first time the magnificent displays of Field’s, 
Mandel’s, Carson-Pirie-Scott’s, The Fair, Boston Store, Sie- 
gel-Cooper Co., and others. So replete were the windows 
of these great stores with ideas which were new and won- 
derful to the then recruit in window display, that every 
day and night during the two weeks’ vacation was spent in 
close observation, making thumb-nail sketches and color 
notations for future reference. Since that first trip to Chi- 
cago, there was ever the hope and desire to some day be 
able to work and live in the city where constant association 
with the world’s best window displays would be a combina- 
tion of pleasure and good fortune—an ideal situation de- 
voutly to be wished for. 


The writer has had occasion to visit Chicago at least 
every year since that time for the purpose of studying and 
observing these windows. He has never been disappointed 
in one of these trips. For the last eight years he has lived 
in the city, where observation and analysis of the windows 
of these great stores has been ever interesting. 

e Chicago windows have been the cradle and the in- 
spiration of window display development in the United 
States, and their influence has, of course, extended beyond 
the borders of our own country into the stores of the larger 
cities in other parts of the world. If men can find it profit- 
able to come halfway round the world to see and study the 
Chicago store windows, certainly there is no logical reason 
why displaymen within our borders should not avail them- 
selves of this recognized source of ideas. 

As this is written on Sunday, the windows of Marshall 
Field & Co. are closed from view, so we must leave descrip- 
tion of what is now in them out of this story and assure 
those interested that they will be charmed and pleased with 
them during the middle part of June while the convention 
is in session. 

The Fair’s windows are unusually attractive at this time. 
Incidentally, you may count on them being so at most any 





Recent Chicago Windows: Upper Left, Effective Anniversary Sale Setting by Wm. A. McCormick, Boston Store; Upper Right, 
a Brilliant Background by Arthur V. Frazer, Marshall Field & Company; Lower Left, One of a Series of Bridal Window 


s by 


J. H. Richter, The Fair; Lower Right, Display of Bridal Gowns by D. S. Komiss & Co. 
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time of the year that you may happen to see them. J. H. 
Richter, who has been in charge of the display department 
of this great store for more than a year past, has done won- 
ders toward raising the standard of display in these win- 
dows. There is manifested a close attention to detail in the 
arrang:ment of even the smallest item, a decided contrast 
to methods of display managers of many other large stores 
where the detail seems to suggest that inexperienced boys 
are doing the work without training, check-up or correction 
by the managers. 

“Close observers of Chicago department store windows 
will note an increasing tendency on the part of the display 
manag:rs toward unit display in their trims. While a large 
window will be used in most instances, the trim is centered 
around one particular line or class of merchandise with 
smaller related items used as appropriate accessories. There 
is less evidence than heretofore of the “general” window 
with its general effect. More specific and more direct, em- 
phatic sort of trims tend to make more definite impressions 
and cause direct action on the particular merchandise so 
featured. This is true of the windows of Bedell’s, The Fair, 
Carson's, Stevens’, Mandel’s, Fields’s, The Boston Store and 
The Davis Co. 

Bedell’s windows are quite up to their usual good appear- 
ance. .A cool, summery atmosphere is obtained by the type 
of merchandise shown, in the neat unit formation of the 
various trims, and by oblong and octagon-shaped floor 
plaques covered with light green felt. Wisteria vines and 
fowers, hanging baskets of fern leaves, and other summer 
fowers also do considerable toward creating the final good 
effect you'll see in these windows. 

Mandel’s windows are cameo-like in their neat and defi- 
nite arrangement of summer styles in women’s apparel shown 
on forms that are thoughtfully posed and carefully dressed 
with stylish costumes and accessories. The floors have dark 
green carpets; the spring backgrounds with their pink over 
gold treatment backed by a flat light green and supplemented 
by an arch of small summer flowers, lend an exceptionally 
appropriate atmosphere to the displays of summer dresses 
now being featured. Mr. Kagey’s work here seems to show 
a constant refining process as the seasons rush on. 

Carson, Pirie, Scott & Co.’s windows are also of their 
usual high standard of excellence. Mr. Tannehill’s decorative 
touch is here and there obviously apparent in the conception 
and the finished detail of certain of these windows. While 
he has a corpse of assistants whom he has trained to inter- 
pret his ideas, he is, nevertheless, more or less active in the 
windows as they are changed from week to week. The 
Carson-Pirie windows are also closed over Sundays. 

Visiting displaymen whose chief interest lies in men’s 
wear displays are going to have plenty to see in the way of 
good trims of this sort. While there has been lots of de- 
mand for men like E. H. Leaker, Harry C. Davis and others 
to make demonstrations before the convention—which they 
have steadfastly declined to do—there is nothing to keep 
Visitors from seeing the regular display work of these men 
in the stores of The Hub and Maurice L. Rothschild’s at 
State and Jackson streets. In fact, the reason given by both 
men for not wanting to appear on the program is unwilling- 
hess to demonstrate under the handicaps incident to displays 
made away from the store and out of their regular environ- 
ment, 

The men’s wear windows of Marshall Field & Co. will 
also present interesting displays of the high-grade type, 
Worth the close observation of those who would improve 
the effect of their windows. ‘There are many details here 
that can be incorporated in the trimming of men’s clothing, 
hats and furnishings without necessarily adopting the com- 
blete style of the Field windows. 

Another most interesting set of unit window displays will 
be those of Wilson Brothers’ “Concentration Avenue” on the 
tnth floor of Wilson Brothers at 528 South Wells Street. 
Here you will see forty-two unit displays of men’s wear 
Merchandise trimmed as though they were in stores on 
ground floor. A professional displayman is kept busy con- 
‘tantly working on and changing this battery of windows 
80 that they will always appear clean and fresh-looking. 
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The Show Card Writer’s 
Very Best Friend 


This book was 


written by a 
master artist to 
promote the 
money - making 


side of artistic 
lettering. Cut 
shows one of 
the many illus- 
trations used to 















develop the speed and 
art essential to success 
in making show cards, 
signs, posters, display 
cards and advertisements. 


“LETTERING FOR COMMERCIAL PURPOSES,” | 
by Wm. Hugh Gordon, sets forth as simply as possible 
the methods found most practicable in the production 
of show cards, posters and advertising matter for single 
copy jobs or process reproduction. Non-technical, a 
thorough and complete manual of instruction in this art. | 
Endorsed by all leading show card writers and poster | 
artists and by teachers of show card and poster art. | 


Get a copy now and start soon to make money. 


B It Covers 
Both 
Pen and 
Brush 
Use 
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Contents covers Modern Lettering, Classification of 
Letters and Types, Some First Principles in Lettering, 
Brushes and Pens for Lettering, The Potentiality of a 
Show Card Writer’s Brush, First Principles in Show 
Card Writing, Colors and Their Preparation, Some 
Ideas for the Amateur in Show Card Writing, Arrange- 
ment and Balance in Show Card Lettering, Diagram- 
matical Analysis of Letters, Rapid Single and Double 
Stroke Numerals, Economy of Motion as an Aid to 
Speed, Modification of Type Faces Adapted to Brush 
Work, Italics in Speed Letter- 
ing, Graceful Swing vs. La- 





borious Draft in Lettering, Thorough 
Speed Limit in Lettering Show Complete 
Cards, Fundamentals of Speed Authoritative 
Work, Poster Styles of Letter- 

ing, New Alphabets vs. Old, 176 Pages 
The Show Card and the Show More Than 200 
Card Man, Illustrative Stunts Plates 


for Show Cards, Motion Pic- 
ture Titles and Their Prepara- De Luxe Bound 


tion. Only $3.50 
ORDER YOURS NOW Per Copy 











BOOK DEPT., SIGNS OF THE TIMES, Cincinnati, Ohio. 


Gentlemen: Enclosed find money order for $3.50 for one copy 
of Gordon’s LETTERING FOR COMMERCIAL PURPOSES. 
Ship at once postpaid to following address: 
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T. M. B. Hicks, Jr., head of the display department of the 
Wm. Filene Sons Co., Boston, has resigned this post to 
become president of the Asia Sales Co., distributors of 
Oriental perfumes and toilet articles. Mr. Hicks entered 
the Filene organization in 1920 as superintendent of planning 
and in 1924 took charge of the display department. 





Winthrop Frye, of the display department, Wm. Filene 
Sons Co., Boston, has been appointed head of the department 
to succeed T. M. B. Hicks, Jr., resigned. 





Interesting designs coupled with skilful coloring and let- 
tering distinguish the show cards now being produced by 
F. E. Osborn, display manager for Seidenbach’s, Wichita, 
Kans. Mr. Osborn is one of the younger members of the 
profession who are forging rapidly to the front through sheer 
force of merit. 





To the long list of laurels which have been won by C. M. 
Shrider, display manager for the A. E. Starr Co., Zanesville, 
O., has been added the distinction of winner of the grand 
prize in the contest recently staged by W. M. Finck & Co., 
makers of “Red Bar” work garments. Demonstrating that 
these overalls “wear like a pig’s nose’ was no hardship to 
Mr. Shrider who will go to the I. A. D. M. convention this 
month to show his colleagues “how he wins ’em.” 





Charles A. McKenna, in charge of the windows for the 
Buckeye Store, Coshocton, Ohio, makes extensive use of 
temporary backgrounds. In a recent showing of men’s suits, 
he used two gray velour curtains drawn back so as to reveal 
a modern art poster of flowers arid vines, while an adjacent 
window showed dark suits against a green background. This 
unit was on a plateau which was painted in colors and de- 
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Doings Among Displaymen Everywhere 





signs to match the background. 
suits against dark backgrounds. 





H. F. Dittmar is evidently following in the footsteps of 
his well-known brother, Lothar F. Dittmar, and is advancing 
rapidly in the display profession. He has just accepted the 
position of display manager for the C. F. Johnston Co., Iron- 
ton, Ohio, a progressive department store. 





O. H. Pearson, formerly displayman for the Bedell Co, 
Portland, Ore., is now display manager for the Eastern Out- 
fitting Co., Seattle, Wash. 





C. C. Cornell, display manager for D. Zenner Co., Athens, 
Ohio, has proved an asset to the community bodies of his 
home city in their efforts to combat reckless driving. His 
windows, devoted to safety propaganda, left little to imagina- 
tion in portraying the danger confronting the careless mo- 
torist. 

E. F. Hillegas, display manager, Hackleman & Long, Los 
Angeles, Cal., advises that several new stores will be opened 
in southern California and the windows will be under his 
supervision. Backgrounds in these stores will be the very 
latest obtainable. 





John W. Reed, Blanchester, Ohio, is developing a pro- 
ficiency as a designer of backgrounds. A number of black 
and white sketches from his pen reveal a good grasp of win- 
dow effects and the artistic touch necessary to obtain popular 
interest. 





All the artistry of the metropolitan display appeared in 
the women’s windows recently installed by C. H. Barton 
for the Newcastle (Pa.) Dry Goods Co. 
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“The Displayman’s Dilemma” Might be the Title of This Cartoon by C. H. Barton, Newcastle, Pa. 

















FIXTURES AND FLOWERS? 
HEY ?? WHEN 1 WAS A 
YOUNG MAN ALL THE 
FIXTURES I HAD, 
WAS GOODS BOXES 
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40 »Opportuniy Sxchange 


Wen Wanted Positions WV 





SALESMEN 
Wanted by a responsible, well- 
established display fixture house, 
several experienced salesmen for 
choice territories, who have confi- 
dence in their ability to sell bronze 
bases and stands. Also backed up 
by a complete line of standard fix- 
tures and forms to fit every need 
and price. Prefer full-time men 
for traveling, and will also enter- 
tain part-time men for resident ter- 
ritories. Write 
DAVID SOBELS’ SONS 

143 Grand St. New York City 








300% TO 500% PROFIT 

Our Window Letters and Script Signs are 
easily put up and require no experience. 
All our products are made from genuine 
gold leaf mounted on very high grade tin 
foil. — for literature, prices and free 
samples 

CONSOLIDATED SIGN LETTER CO., 

636-9 So. Dearborn St., Chicago, Ill. 








WANTED 
Salesmen and Representatives 


Salesmen who are now selling win- 
dow display supplies to sell our well- 
established line of Silk Plushes, Silk 
Velours and other fabrics adapted 
for window display embellishment. 
Liberal commissions and territories 
will be given upon early arrange- 
ment. All answers will be considered 
strictly confidential. 


National Display Fabrics Co. 
7 West 3rd St. New York City 








SHOW CARD OUTFIT 
Complete with book of instructions and 
alphabets, brush, pens, colors and inks. 
Sent postpaid for $2.00. 

RETAIL SERVICE COMPANY 
489 Fifth Avenue, New York City 


a 





ADVERTISING MAN 
WANTED 


Must be thoroughly experienced in 
men’s and _ boys’ wear, capable 
of writing high- class newspaper, 
business promotion, and direct-by- 
mail copy. We have one of most 
modern stores in the South. Ad- 
vertising department fully equipped 
with machinery, filing cabinets, and 
all material necessary for turning 
out first-class work. An _ unusual 
opportunity for a young man who is 
endeavoring to better his career in 
this field and desirous of locating 
permanently on a job with a 
future. Give particulars as to your 
experience and references in first 


letter. Also submit samples. of 
your work, state age, and salary 
expected. Correspondence  confi- 
dential. 


SELBER BROTHERS, Inc. 


SHREVEPORT, LOUISIANA 


wed Gor Sale Ve nted to Buy 








SALESMEN 


to sell 
Valances for Show Windows 
Can be handled as 
A Full Line or Side Line 
30% COMMISSION 


Address, “C. O.,” 
Care of The DISPLAY WORLD 











FOR SALE—There is only one Window 
Sock for decorators manufactured. It has 
an elastic band taped and sewed in the 
top. Was patented May 20th, 1924. Made 
of heavy fleecelined Jersey cloth. Fits 
over any shoe and can’t slip off. - 75¢ per 
pair; $4.25 one half dozen; $8.00 per dozen, 
postpaid. Order by size shoe worn. 

J. M. WALTERS, M’F’R. 
220 South Benton Way, Los Angeles, Cal. 








SALESMEN WANTED 


who are now selling for display 
fixture houses, to sell a line of orig- 
inal and exclusive fabrics direct 
from the manufacturers for window 
display. Several choice territories 
now open; house has been estab- 
lished 25 years; an attractive com- 
mission arrangement. Write or call 
if in town. 


Maharam Textile Co., Inc. 
107 W. 48th St. New York City 





WANTED 

Salesmen selling fixtures to carry 
a well-advertised line of Va- 
lances and Drape Shades. We 
are an old established house 
manufacturing our own lines. 
Our liberal commission arrange- 
ment should insure a substantial 
increase in your present income. 
Write full information as to ter- 
ritory now covered and lines sold. 
All replies will be held strictly 
confidential. 


The National Decorative Company 
5 Hudson St., Camden, N. J. 














Live Model Display Service—Well-trained 
and experienced young lady models sup- 
plied for fashion sales and window display 
work. Specializing at present New York 
City and surrounding territory. Will help 
boom business—for Hosiery, Lingerie, 
Millinery, Bathing Suit, Shoe and Slipper 
Department. Conway Display Service, 
9116-110th Street, Richmond Hill, ¥. 
Telephone 3376 J. Richmond Hill. 











Displaymen, Display Services, Salesmen 
and Selling Agencies, we have a very at- 
tractive proposition to offer in the handling 
of our complete line of quality window 
display and store equipment. Further pial - 
ticulars and copy of new Catalog “‘G”’ upon 
request. The Cincinnati Show Case & 
Disp!ay Fixture Works, 232-240 Main St., 
Cincinnati, Ohio. 
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a little farther. 


someone to ask you for it? 
in short order and turn your old material, which you have little or no idea of ever using again, 
into actual cash, which can be reinvested in other materials, making your display appropriation reach 


DISPLAY MATERIAL WANTED 


When you read this heading your mind immediately centers on a certain setting, background, 
mechanical piece or’ other display equipment you could profitably dispose of. But why wait for 


A want ad in The Opportunity Exchange is sure to produce a buyer 


Advertise Where Ads Get Action-THE OPPORTUNITY EXCHANGE 








FORMS FOR JULY OPPORTUNITY EXCHANGE ADS CLOSE JULY 5 
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Forest Partain, displayman for Bings O. P. C. H. Store, 
Anderson, Ind., capitalized local interest in golf recently with 
a window that left out little of the atmosphere of the gol 
course. When finished, his display had the appearance of g 
section of the course translated bodily into the window, 

Few displaymen’s clubs contain as many prize-w inning 
designers as does the Springfield, Mass., body. George F. 
Tibbets, Forbes & Wallace, Abraham Cohen, Woman's Shop, 
C. S. Donahue and Arthur Harper are among those who have 
been signally honored by contest judges during the past year, 
All of theses men are members of the Springfield Club. 





Frank P. Taylor, W. L. Douglas Co., Boston, Mass, 
reported the last session of the Springfield Club. His type. 
writer is well oiled and his vocabulary is fluent. ’S too 
bad there are not more of his type among the club chroniclers, 





E. P. Levine, display manager for Yowell Drew Co, 
Orlando, Fla., had a monumental task on his hands in May, 
adorning the windows and interior of his organization’s new 
store. It was the occasion of Yowell-Drew’s opening of their 
enlarged and newly equipped establishment, which has been 
struggling to keep pace with Florida growth. 





M. Thomas Collins, formerly display manager for David- 
son & Leventhal, New Britain, Conn., has assumed the posi- 
tion of assistant display. manager for Forbes & Wallace, 
Springfield, Mass. 





H. W. Menard, display manager, Broadway Department 
Store, Los Angeles, Cal., has moved his display studios to 
the Terminal Building, where he will occupy the entire 
seventh floor. The equipment includes all the latest devices 
used in making backgrounds and special fixtures as well as 
the largest drying cabinet on the coast for air brush work, 
this designed by Mr. Menard himself. 





Richard A. Ayriss, display manager, Walker’s Depart- 
ment Store, Los Angeles, Cal., is the proud father of a 
new candidate for honors in the display profession. 





The display staff of the Anker’s Department Store, Los 
Angeles, Cal., has been augmented by the addition of Samuel 
Brody as assistant to Display Manager Levey. Some espe- 
cially interesting displays are being planned. 





T. J. Venable, display manager, Wetherby-Kaiser Shoe 
Co., Pasadena, Cal., won considerable praise for a new dis- 
play arrangement of shoes. 





L. Longdin, display manager, Meyer Department Store, 
Pasadena, Cal., scored a big success by his effective work in 
the greatest sale this store has ever conducted. 





P. K. Howell, display manager, Neeland’s Department 
Store, Los Angeles, Cal., has arranged for the installation 
of a new modern store front. Mr. Howell was formerly dis- 
play manager for C. H. Barnes, Yakima, Wash. 





Harold Nichols has resigned as display manager fo 
Blackstone’s, Los Angeles, Cal., to accept a similar position 
with the White House, San Francisco, Cal. 





C. F. Reynolds has succeeded Mr. Nichols as displa 
manager for Blackstone’s, Los Angeles, Cal. He is plan 
ning some entirely new background settings which will up 
hold the fine reputation of this store for the excelled 


handling of its show windows. 
Six mirror background set- 


F OR SAL tings, bases finished in onyx, 


height seven feet, length ten feet. Could be used for 
two seasons, as we have spring and fall flowers for each 
' setting. If interested, write for photograph. 
Address C. R. HOWREN, Display Manager, 
Smith & Welton, Inc., Norfolk, Virginia 
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KOSAI STUDIO 








ARTISTS 
M. KOSAI, Director 


if 


CREATING, DESIGNING and ASSEMBLING 
DECORATIVE DISPLAY SERVICE 
HOLIDAY AND SEASONAL SPECIALTIES 


Manufacturers 


KOSAI METALLICS- 


- , 
| j 
f i 


VOL =» 
£ ee, ZA 


A NEW INVENTION! 


Can be applied on anything—-silks, velvets, beaver 
board, etc. A brilliant metallic effect. Just the thing 
for display work. 


~ KOSAI METALLIC. Gold and Silver comes in 
sheets, 18 x 72 inches... ....................... $3.00 


DIAMOND Metallic, 6x 36 inches... sa... 


Also KOSAI METALLIC and SILK PAINTS 
Guaranteed Fast Color. 


Just (ROW 


4-07, bottle... «ce nh 
TaO2. DOWNS. os ch sie 


4-oz. Special sizing 
HOG a5 65 os Se cst 


4-0z. Diluting endl. 


$1.00 
30 






.50 centrated. 


Charges Prepaid. 
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Samples and Circulars on Request— 
Write for Complete Information NOW! 
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THEATRICAL STAGE SETS and EMBELLISHMENTS 


All our colors are highly con- 
Sent Parcel Post, 
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NEW YORK 


Telephone Circle 3599 


oo 





























‘a ne RNA 
Ny 
WAST 


u av Decoratives 
i R esults [hey Bring? 


Whether you spend $5.00, $100.00 or 
$1,000.00 per season on decoratives for 
your store and display windows they 
should give you a definite amount of busi- 
ness in return. 





Selecting the proper decoratives is just as 
important a part of retail merchandising 
as choosing the proper merchandise to 
fill your shelves. 


Set aside a definite amount each year for 
these decoratives and then use them con- 
sistently ALL THE TIME if you want re- 
sults from them. If your allowance is de- 
cided on in advance, as it should be, split 
it up over the four seasons of the year 
for best results. It is better to do this than 
to spend it all on one splash, allowing 
nothing for the remaining seasons. 
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Price alone should not influence you in 
selecting your decoratives. Adaptability to 
your particular type of store should be 
your first consideration. 
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Adler-Jones Decoratives combine -both 
price and adaptability. That’s why we 
have our old clientele of customers coming 
back to us season after season, and year 
after year. 


‘The Guide to Better 
Window Displays” 


for Fall is Now Ready for 
Mailing—Y ou May Have 
a Free Copy 
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The Adler-Jones Company 


649 South Wells Street 
- CHICAGO - 


, YON WX a 2, Ze se Se< 
Y's my SS Y ZIN\ $e: MM SoS IW ‘ Ny Bana" 
> ee 7 5G: MEER < WG ¥z] IN WZ be 


> 
7) 
is; 


OW. 


CaN 
Be 


Sa 
= a) 
SS 


YZ 
AS 


Su 


»— 


“as 
4 


a 


be. 








et 


2) 


>> 





“GG ¥ 


Ce 
Pu 
« 


MEX 


Z 
=> 


aA} 





